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We liked this cartoon when it appeared in the newspapers. Asked permission to 
reproduce. So here it is . 


through the courtesy of Mr. Fox and The McNaught 
Syndicate, Inc. We’ll admit that Conventions-by-Mail have certain limitations. 


But 
think of the fun we’ll have when the ban is lifted. 
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The endless clamor of men and women abroad 
is for more frequent mail from home... an- 
other service of paper. Government is urging 
home folks to use V-Mail in greater quantity 
to keep those in uniform promptly informed 
of happenings on this side. V-Mail is the sur- 
est, safest method of sending letters. It saves 
shipping space, too, at a time when it is need- 
ed badly for munitions. Advertisers who plug 
the use of V-Mail perform a real service for | 
the nation and the armed forces .. . and 


there’s nothing more important than that. 


MILLS AT HAMILTON, OHIO ... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 
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Vice President, E. E. Brogle & Co., Inc.; New York Director, Direct Mail Advertising Association; Chairman of 


Planning Committee, Graphic Arts Victory Committee; For 3 Years, President, Associated Printing Sales- 
men, Inc., N. Y.; Instructor in Selling, New York Employing Printers Association, N. Y. 





it carefully. 


Dear Henry: 


lazy we mortals be. 


planning and doing. 





Reporter’s Note: With a renewal of SELLING days in sight (at least 
just over the horizon) THE REPORTER is planning on getting back to 
fundamentals. It is not too early for you folks in the Direct Mail business 
to start thinking about fundamentals. So we asked Richard Messner to 
tackle the first assignment. Rather than introduce him in the usual 
way ... we'll reprint the note which accompanied his manuscript. Read 


When you asked me to write something on PLANNING for RE- 
PORTER readers I hesitated to do so because I know how mentally 


The accompanying article should be enough to give anyone mental 
indigestion—and I wonder if there isn’t some way you could determine 
how many readers actually will stick out the complete reading of this 
prosaic subject. Possibly you can add a tag line at the end which 
would enable readers to acknowledge the fact that they went all the 
way through and that there is still some interest in developing the 
scientific approach to Direct Mail and printed promotion problems. 


With a little encouragement, maybe we can get something started 
on how various users of Direct Mail go about their basic thinking, 


Sincerely, 


DICK MESSNER 








to meet coming new world condi- 

tions a certain amount of con- 
fusion has crept into the thinking 
of many people. They are afraid 
of “missing the boat” if some revo- 
lutionary idea doesn’t pop from 
their minds so that they will not 
be left behind in the rush of all 
business for the big backlog of 
pentup purchasing power. 


: THE SEARCH for new ideas 


But, just as 2 and 2 make four, 
basic planning in all advertising, 
and particularly in Direct Mail and 
Printed Sales Promotion, cannot and 
will not be displaced by some short 
cut method. 


Certainly markets have _ shifted 
and changed. They always will. 
New products will displace many of 
the old. They always do. New 
methods of promotion and distribu- 
tion will be employed in many cases. 
They always have. 


In the excitement created by these 
changes, especially when they are 
rapid, we are all apt to lose our 
perspective by rushing into what 
seems to be the obvious action to 
take at the time. Sometimes such 
impulsive action leads to dangerous 
and costly results. 


All advertising, and Direct Mail 
still represents one of the largest 


of all media, has progressed very 
nicely in the past decade, chiefly 
because of a growing understand- 
ing of the technique, more training, 
research, and a higher professional 
level of handling. 


This progress should not be dis- 
turbed by hasty planning of those 
who feel that the job ahead is one 
of skimming off the cream—and 
after that, permitting nature to 
take its course. 


* * * 


Going back to just before the 
war, the Reporter Magazine con- 
ducted its Direct Mail Course. Your 
correspondent was Instructor Num- 
ber.1, whose portion of the course 
consisted of “How to Analyze Your 
Business and Create New Ideas.” 


In looking over the notes cover- 
ing that phase of the subject, it is 
amazing to find that with all that 
has transpired since then there has 
not been a single change that would 
affect the simple formulas of “cre- 
ative thinking” as applied to crea- 
tive direct advertising. 


Reasoning, creative thinking, logic, 
common sense, do not change. 


For those who would like calmly 
to deliberate on their Direct Mail 
Planning, for now or for the future, 
the following outline from the Direct 
Mail Course, with slight modifica- 
tion, may prove especially interest- 
ing. 


How to Analyze Your Business 
And Create New Ideas 


Sales problems, on the planning 
of Direct Mail, need not be ap- 
proached with an attitude of disap- 
pointment if some _ revolutionary 
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idea is not suddenly forthcoming. 
New or startling ideas may not 
constitute the immediate need. Suc- 
cess in selling often depends on little 
things, a small change, or a new 
basic idea. 


‘All businesses are different .. . 
yet remain the same in many ways, 
and there are definite methods of 
reasoning from the facts of a busi- 
ness through to the attainment of 
sales or profit objectives. 


This reasoning involves certain 
principles which, if understood and 
used, will reveal a clear-cut picture 
of your sales situation, present and 
future .. . will furnish you with 
the knowledge of what lies between 
your merchandise and your market 

. and will help you plan scien- 
tifically how best to bring them 
together more profitably. 


No single piece of literature, or 
complete campaign can be termed 
absolutely sound unless thorough 
consideration is given to all of the 
factors of a business. How to check 
these factors scientifically requires 
a system of thinking. 


Creative Thinking for Creative 
Direct Advertising 


It seems as though all of us put 
our own individual interpretation on 
the word “Creative”. The authori- 
tative definition of “Create” means 
all of the following: (Check them 
with your own ideas and link each 
definition with your concept of Cre- 
ative Advertising.) 


1. To produce;—to bring into being 
from nothing: to cause to exist. 





2. To make form, by investing with 
a new character. 


3. To make or produce, by new 
combinations of matter already 
existing, and by investing these 
combinations with new forms, 
constitutions and qualities; to 
shape and organize. 

4. To bring a certain treatment of 
something into general accept- 
ance; to establish a standard for; 
such as creating a reputation. 
And _ still another’ definition, 
which simplifies everything — 
“a creation is an unusual product 
of the mind”. 


Possibly the last definition ex- 
plains the often heard exclamation, 
“T’ve got a great idea.” Which 
prompts an investigation of the 
word “idea.” In substance, the defi- 
nition reads—‘“almost any mental 
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product.” An elaboration of this 
definition would be “any product of 
mental activity, considered as an 
object of knowledge or thought.” 


And that is where “Creative Think- 
ing for Creative Direct Advertising” 
begins. An idea is mental and has 
no physical form. Therefore Crea- 
tive Advertising would be the physi- 
cal form or result of creative think- 
ing—the idea, whether it is new, or 
a new combination of existing 
things. 


The following formulas are in- 
tended to provide you with that 
systematic approach to your busi- 
ness (or that of a client, if you are 
a counselor) and its problems so 
that your advertising may be built 
upon a solid foundation, regardless 
of the peculiarities of your particu- 
lar business or the mediums you 
employ to promote your product or 
service. 


In other words, systematic and 
careful study of your problems will 
disclose weaknesses, as well as 
needs and possibilities for desirable 
action. Only then will you have put 
your finger on what you have to sell, 
where to sell it and how to present 
your story in a manner that will 
carry conviction and bring a profit- 
able return. 


Formula No. 1 — THE FACT BASIS 
or Finding the Facts of a Business 


In fact-finding, you are concerned 
with what to look for and where to 
look for it. 


There are definite major factors 
back of every commercial transac- 
tion, and the functions of a business 
can be so classified as to make fact- 
finding a simple, yet thorough oper- 
ation. To obtain all the facts it is 
only necessary to put these major 
factors through their paces: 


1. The Company ... size, age, repu- 
tation, comparison with com- 
petitors; volume, territory being 
sold, potential territory; sales 
and profits, dividends, credit rat- 
ing; labor or employee aspects, 
technicalities. 


2. The Product or Service ... Full 
information on how made, how 
protected, chief advantages over 
competition, disadvantages; 
sources of raw materials, high- 
lights of production; how it 
meets demand, service features; 
why bought, why not bought. 





3. The Market ... Present and po- 
tential; buyers, prospects and 
possibilities; lists maintained: 
buying habits, demands and de- 
sires; geographical peculiarities; 
seasonal influence; size of ac- 
counts and other classifications. 


4. Method of Distributing and Sell- 
ing ... Channels of distribution 
— branches, jobbers, dealers, 
salesmen; system of sales super- 
vision—method of selling; meth- 


od of stocking merchandise, 
terms, discounts, remuneration 
to branches, jobbers, dealers, 


salesmen, etc. 


5. Presentation of Sales Message... 
The sales talk, selling features, 
methods of illustrating superior- 
ity over competition; slogan, 
trademark, style; copy angles; 
review of past efforts in adver- 
tising; salesmen’s approach and 
selling equipment. 


6. The Media ... used to convey 
the sales message through chan- 
nels of distribution, and to the 
market; study of format; break- 
down into divisions for reaching 
all classes of buyers and pros- 
pects. 


7. The Objective ... Of course, the 
aim of all business is to increase 
sales and profits. But often there 
are major and minor objectives 
that canbe classified as steps 
essential to the attainment of 
the one big objective ... the 
company’s objective, individual 
or departmental objectives, quo- 
tas, etc. 


Use this formula for gathering the 
facts of your business. Classify all 
of the detailed information. Keep 
a written record. Keep adding facts 
as you go along. Amplify them. 
Study them. Only then will you 
have a complete up-to-date knowl- 
edge of the basic facts and factors 
that constitute your business and 
influence your advertising, sales 
promotion and administrative pro- 
grams. 


Dig for facts and you will unearth 
ideas. 
Formula No. 2 
FACT ANALYSIS 


After the facts are gathered, cre- 
ative thinking really begins by 
analyzing these facts and making 
the necessary deductions. The for- 
mula for making an analysis is 
similar to the FACT BASIS outline, 
as one follows the pattern of the 
other. Therefore, proceed to analyze 
the facts, concentrating on each fac- 
tor individually as outlined under 
Formula No. 1. 
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’ { ‘HIs headline suggests one of the greatest 


needs of our boys in the armed forces. 


Nothing else lifts their morale as much as 
letters from relatives and friends at home. 
Yet, as easy as it is to do, enough letters 
are not being written. This must be empha- 
sized to the American people. The situation 
is so serious that the OWI asks the help of 
all advertisers to remind people to write more 
often. 





Ask for a supply of these 
folders today (as many as you 
can use). They are promptly 
available through The Re- 
porter, 17 East 42nd Street. 
New York 17, N. Y. 








ARE THE ARMY'S BEST MORALE BUILDER 


To make cooperation easy, the OWI has 
printed ten million attractive little three-fold 
“envelope stuffers” to be enclosed with all 
kinds of outgoing mail. The folder does a 
good selling job and also suggests the kind 
of news the boys like best. Nearly every one 
on your customer and prospect lists has rel- 
atives or friends in the armed forces. This 
is an opportunity to be of genuine morale- 
building service to our boys at no cost and 
with very little effort. The folders are free. 


(Size folded 3” x 6”.) 


Your cooperation will be appreciated by 
your government and will help bring added 
happiness to a lot of fine, lonesome kids who 


are experiencing the awful realities of war. 


THE APPLETON COATED PAPER CO. 


4502 WISCONSIN AVENUE 


APPLETON ‘f)) WISCONSIN 








1. Analyze your company— its inter- 
nal and external problems, pub- 
lic relations, information to 
stockholders, goodwill of em- 
ployees, etc. Analyze each part 
outlined in Formula 1, Item 1. 
Jot down the weaknesses. They 
will be a guide for your PLAN 
CONSTRUCTION. 


2. Analyze your merchandise or 
service—How well does it match 
the buyer’s needs and desires? 


3. Analyze your market—(in Direct 
Mail, the Mailing List) those to 
whom you could or should sell 
your product or services. 


4. Analyze methods of distributing 
and selling—present means of 
reaching buyers and prospects, 
with suggestions for the future. 


5. Analyze the mes‘age or sales 
story—critically review present 
and proposed advertising, text 
and pictures. Further, analyze 
all resistances so that copy may 
be designed to overcome major 
resistances and weaknesses in 
product or method of selling. 





¢. Analyze mediums used—checking 
the apportionment of informa- 
tive, persuasive and reminder 
messages and material. 


7. Analyze the sales objective — 
which determines the extent to 
which Direct Advertising should 
be used, length of program, 
budget, etc. 


Analyze these basic factors. Don’t 
trust them to memory. Write them 
down. They will furnish the basis 
for your Plan Foundation and the 
Plan itself. 


Formulas that follow will help you 
make these analyses. 


Formula No. 2 — Supplement “A” 
Analyzing Sales Resistances 


There are possibly dozens of sales 
resistances—the factors which stand 
between buyer and seller—in your 
own Sales picture. It is almost cer- 
tain that all of them can be traced 
by using the following outline based 
on the classifications outlined in 
Formula No. 1. 


Check each of these classifications 
and the resistances which are a 
deterrent to sales in various busi- 
nesses. Find out what they are in 
your business and you will then 
know how to batter them down 
with the right mediums, messages 
and changes in basic policies. 


1. Resistances in The Company: 


a. Executives not fully sold on 
marketing plan. 
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2. 


Salesmen not well 
trained, supervised. 
Not enough salesmen to cover 
market. 

Insufficient finances; too small 
sales and advertising appropri- 
ation. 

Bad location, not near center 
of market. 

Poor credit handling, poor ship- 
ping, wrong terms. 

Sales policies out of date, or 
not in line with ideal. 

Lack of sound Public Relations 
program. 

Lack of thoughtful 
relations. 

Fear of conditions, lack of con- 
fidence, and aggressiveness. 


selected, 


employee 


Resistances in The Product (or Ser- 
vice): 


a. 


© f 


er ye” 


Priced too high for quick ac- 
ceptance or cornparison with 
competition. 

Dees not fully meet market’s 
demands or desires. 

Requires too much after-serv- 
ice. 

Lacks inherent selling points. 
Difficult to sample or prove 
superiorities. 

Insufficient profit margin. 
Difficult or expensive to install, 
use, or explain. 

Inferior labeling or packaging. 
Lack of eye appeal—wrong col- 
ors, poor design, no display 
value. 

Lack of outstanding mark of 
immediate consumer recogni- 
tion. 


Lack of package insert on ex- 
planation of uses. 


Resistances in the Market (present 


Oo pf 


and potential) : 
Buying habits hard to change. 
Unwillingness to believe claims. 


Difficult to induce action (iner- 
tia). 


Confusion in competitive claims. 


Insufficient information on 
which to base decision. 


Lack of records and mailing lists 
(failure to maintain). 


Geographical and seasonal in- 
fluences. 


Prejudices. 
Unwillingness or inability to pay 
after purchase. 


Resistances in Method of Distribut- 


ing and Selling: 


. Wrong, or too difficult channels 


of distribution. 
Insufficient outlets. 


Lack of profit appeal to dis- 
tributors and dealers through 
wrong price structure. 


Insufficient jobber and dealer 
cooperation (all phases). 


e. Careless selection, training, su- 


pervision of jobbers, dealers, 
clerks. 

f. Lack of consumer demand or 
acceptance. 


g. Marketing program covering too 
much or too little territory. 

h. Wrong terms, discounts, re- 
muneration to salesmen. 

i. Delays, shipping faults, im- 
proper warehousing, slow serv- 
ice. 


5. Resistances in the Sales Message: 


a. No dominating ideas or major 
theme, 


b. Too many scattered appeals in- 
stead of concentrating on ma- 
jor selling points. 


c. Wrong selection of important 
copy appeal. 

d. Bad proportioning of informa- 
tive, persuasive and reminder 
message. 


e. Lack of proof—to gain buyer's 
acceptance of statements (fact- 
ual evidence, testimonials, re- 
sults or record of perform- 
ance). 


f. Wrong or no action requested 
of prospect. 


g. Wrong or insufficient stimulus 
to incite desired action. 

h. Message not sufficiently indi- 
vidualized to parts of market. 

i. Lack of forceful persuasion to 
bring product and prospect to- 
gether. 

j. Messages lacking appropriate 
presentations and makeup. 

k. Messages incoherent, ambigu- 
ous or not of same level as 
minds of prospects to be 
reached. , 


6. Resistances in the Media: 

a. Wrong vehicles selected for car- 
rying message — directly and 
economically—to prospects. 

b. Bad _ proportioning of effort 
through media selected. 

c. Effort too scattered, not suf- 
ficiently concentrated. 

d. Insufficient number of impacts 
to overcome resistances. 

e. Cost per impact too great for 
result expectancy. 


f. Improper timing — as to sea- 
sons, events, time between mes- 
sages. 


g. Improper sequence of messages. 


h. Direct results from media se- 
lected too remote. 


Formula No. 2—Supplement “B” 
Analyzing Markets and Mailing Lists 


Every executive should know in 
detail to whom he does, could or 
should sell his product or service. 


In Direct Mail Advertising, the 
mailing list is the important factor, 
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Does your letterhead say 
“DEPENDABLE SERVI CE “e 


i : | 
Kron Fireman made coal an automatic fuel. It began with a 


little “thing-um-a-jig”..a coal burning contraption, consisting 


of a hopper, a conveyor and a burning grate, used to heat green- 
houses. Today, Iron Fireman includes models for every conceiv- 
able fire stoker job. It has helped fight the battle of fuel shortages 
in war plants. It will shortly restore to householders economical, 


dependable, automatic service. 


The Iron Fireman letterhead, on Strathmore paper, carries 
the message of this service to thousands of daily business con- 
tacts. Your letterhead should express the standing and character 
of your business. With lighter weight paper a wartime necessity, 
quality is more important than ever. The Strathmore watermark 


is your assurance of that quality. © 


Strathmore Papers for Letterheads: Strathmore Parchment, 
Strathmore Script, Strathmore Bond, Thistlemark Bond, 
Alexandra Bond, Bay Path Bond and Alexandra Brilliant. 


STRATHMORE 222: 


Strathmore Paper Company, West Springfield, Massachusetts 


















PAPER IS PART OF 


TODAY’S 
PICTURE 


Current Strathmore advertising 
points out how essential paper 
is to the war effort, features 
leading industries that use 
Strathmore in their Victory 
“programs, stresses the point 
that good letterheads help 
maintain the reputation every 
firm is guarding today. 
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This series appears in: 


FORTUNE 

TIME 

BUSINESS WEEK 
UNITED STATES NEWS 
NEWSWEEK 

FORBES 

ADVERTISING & SELLING 
TIDE 

PRINTERS’ INK 

SALES MANAGEMENT 





whether for direct contact of the 
consumer, or to reach those who 
are part of the distributional set-up; 
or to those who in some way influ- 
ence the buying or selling of your 
product or service. 


Analyze your present record of 
names or mailing lists using the 
following suggestions as a guide for 
arranging classifications: 


1. As to 


(a) Customers 
(b) Prospects 
(c) Possibilities 


2. As to 
(a) The Buyer 
(b) The Specifier 
(c) The Influencer 


3. As to 


(a) Past Customers 

(b) Present Customers 

(c) Prospective Customers 
(The three sources of all busi- 
ness. ) 


4. As to 


(a) Present geographical location 

(b) Immediate prospective fertile 
territory 

(c) Future all inclusive territory 


5. As to 


(a) Branches (branch salesmen) 

(b) Jobbers (jobber salesmen) 

(c) Dealers (dealer salesmen) 

(d) Agents (agent salesmen) 

(e) Consumers (covered direct, not 
through regular distributional 


set-up) 
6. As to 
—Direct Selling prospects 
(Mail order) : 
7. As to 


—Ability to buy (according to fi- 
nancial rating, of special classifi- 
cations, social, professional, etc.) 


8. As to 


—Ability to understand (according 
to mental qualifications of pros- 
pects—mental level based on abil- 
ity to assimilate message—a basic 
factor determining copy appeals.) 


9. As to 
—Any combination of the above 


A thorough analysis of your mar- 
ket will help you to know more ac- 
curately the mediums which can be 
employed to reach them most prof- 
itably, most directly, and with ap- 
propriateness of message. 


Formula No. 2—Supplement “C” 
Analyzing Your Sales Objectives 


Here is a study that will require 
of you a thorough going over of all 
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of the facts of your business which 
in any way relate to this classifica- 
tion of “objectives.” 


Under normal conditions and 
prices, the two major methods of 
determining Sales Objectives, which 
of course are always to increase net 
profits, may be outlined as follows: 


1. By Cutting Sales Costs 


a. By speeding up turnover 
through entire distributive sys- 
tem. 


b. By increasing size of individual 
accounts, securing larger order, 
or more orders through fewer 
contacts. 


c. By education through advertis- 
ing, developing efficiency and 
spirit of sales force, clerks and 
other influencers. 


d. Through lead-getting advertis- 
ing, reducing waste time of 
salesmen in traveling, waiting, 
educating and selling. 


2. By Increasing Sales Volume 


a. By developing new uses for 
product or service, finding new 
markets or concentrating sales 
efforts in certain definitely 
known markets. 


b. By increasing scope of distribu- 
tion through (a) extending ter- 
ritory geographicaily, (b) de- 
veloping new accounts in old 
territories. By stimulating great- 
er per capita consumption 
through spread of knowledge 
about product or service. 


c. By making more accurate, im- 
proved appeal to proper market 
through better planned adver- 
tising. 


We are not concerned here with 
the other methods of increasing net 
profits, such as decreasing costs of 
production, capital structure, credit 
control, etc. 


Not all businesses need increased 
sales. Some would be better off with 
less sales and decreased sales costs 
for the present volume. Some busi- 
nesses take in too much territory to 
make a reasonable profit. 


Study the objectives, to determine 
accurately your true sales objective. 
Carefully analyze your present busi- 
ness and find out for yourself 
whether the best sales objective for 
your business is to cut sales costs 
or go after greater sales, and how. 





Formula No. 2—Supplement “D” 
Analyzing Copy Appeal 


Upon analyzing a product or serv- 
ice and the market to which it is 
to be sold, it is desirable to have 
handy a guide to which you may re- 
fer for checking basic appeals. In 
this way you can quickly arrange the 
major appeals in their relative im- 
portance and be sure that you are 
not overlooking any selling points 
or advantages over competitive 
claims. 


As a guide for selecting the ap- 
peals that actuate the greatest num- 
ber of prospects to buy, here is an 
index of desires and emotions. 
Check them against each problem, 
rearrange their importance as they 
pertain to that problem, and when 
you feel you have them in such 
order, spot your headlines and copy 
appeals so that they follow your 
analysis. 


Here They Are: 

. To make money 

To save money 

To save time 

To avoid effort 

For comfort 

For cleanliness 

For health 

. To escape physical pain 

For praise 

10. To be popular 

11. To attract the opposite sex 

12. To conserve possessions 

13. For enjoyment 

14. To gratify curiosity 

15. To protect family 

16. To be in style 

17. For beautiful possessions 

18. To satisfy appetite 

19. To emulate others 

20. For safety in buying 

21. To avoid criticism 

22. To be individual 

23. To protect reputation 

24. To take advantage of opportuni- 
ties 

25. To avoid trouble 


OWN AM UP wWN 


Find first that single “interrupt- 
ing idea,” the one outstanding point 
of superiority or appeal in the 
product or service, which, brought to 
the attention of prospects, will cre- 
ate most sales and profits. 


Then select the supporting ap- 
peals, keeping in mind their relative 
value. For instance, a piece of men’s 
wearing apparel may be very stylish, 
but the appeal may be No. 10, “To 
be popular,” or No. 11, “To attract 
the opposite sex.” Therefore No. 16 
copy appeal, “To be in style,” may 
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POSTWAR PRESSES AND CUTTI 


HE immediate prewar products of Harris-Seybold 
were the best on the market. Years were required 
for their development. When the war started, a 
redesigning program had been only recently com- 
pleted. Working under extraordinary conditions, 
Harris-Seybold equipment has delivered outstanding 


wartime service. It had to be right to do its job. 


As always, before new Harris-Seybold equipment is 
released, it will be tested and proven to protect 
your investment and maintain our standards. We 
will continue to build into our postwar machinery 
the pioneering experience of Harris-Seybold and 
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appear only in support of the other 
appeals which should first dominate 
the prospect’s interest. Sometimes 
it is advisable to recommend a test 
of one appeal against another to 
ascertain which will strike the most 
responsive chord. 


The twenty-five phrases printed 
above include practically all the 
reasons why men and women part 
with their money for essentials and 
luxuries—for everything they buy, 
in commodities and services. 


Keep in mind that this is merely 
a preliminary “thinking guide”. How- 
ever, somewhere within this list you 
will always find the activating mo- 
tive which with a little ingenuity in 
its development, will start you off 
on the right foot in selecting head- 
lines and copy appeals that will sell 
products and services by matching 
the needs and demands of competi- 
tive markets. 


Formula No. 3 
THE PLAN FOUNDATION 


1. Determine the single dominant 
idea or key thought that will 
create the most interest. It may 
be found in selling points regard- 
ing (1) the business, (2) the 
product, (3) the selling scheme, 
or (4) the uses of the product 
or service. In other words, de- 
termine the theme of the cam- 
paign or of the individual piece. 


2. Study the copy appeal by check- 
ing your analysis of facts with 
the analysis of copy appeals. 


3. Determine format and _ propor- 
tion of the three types of sales 
messages; (1) informative (2) 
persuasive and (3) reminder 
(for a balanced program of pro- 
motion). 


4. Determine the number of pieces 
or impacts needed to reach all 
objectives -— or to overcome sell- 
ing resistances to the product, 
service or company. 


5: Determine the frequency of mail- 
ings of impacts. (It has been 
shown in various researches that 
after 5 days to a week, less than 
50% of a mental impression is 
retained by the reader). 


6. Determine the type of action de- 
sired—whether promotion pieces 
are to obtain inquiries, follow-up 
inquiry interest, or for whatever 
other purposes intended. This re- 
quires an analysis of the steps 
to be taken in bringing prospect 
and product together. Taking 
too big a step in a single piece 
often defeats its purpose. Tak- 
ing too small a step will prove 
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costly. Mixing the steps leads 
to confusion and lesser returns. 


The advancement of these formu- 
las as a guide is not intended to 
make problems and their solution 
seem complicated ... but to show 
that the more you think in terms 
of a definite procedure, the simpler 
such problems become... in analysis 
and solution. 


Formula No. 4 
THE PLAN STRUCTURE 


If you go back over each of the 
previous formulas and apply the 
principles to your own selling prob- 
lem, your PLAN should be the 
result of: 


Facts 

Analysis 
Synthesis 
Deduction 

Plan Foundation 


Ge WNP 


As you proceed to apply these 
principles, individual tools are fash- 
ioned to fit your case, and with 
them you are ready to build the 
PLAN structure. 


Instead of a hasty conjecture of 
what you ought to do, your plan 
should be the scientific result of a 
scientific method. 


All of the elements of the plan, 
having been analyzed one by one, 
should be ready to mould into a 
workable, sound plan, which by the 
very nature of the elements entering 
into it, must be right. 


MAJOR ELEMENTS OF THE PLAN 


1. Determining the Appropriation— 


Before calling in an architect to 
plan a house, you would decide 
first about how much money you 
can spend for the type of house 
you need and want. Similarly, 
every advertising manager ad- 
vances first in his mind “How 
much should and can I spend for 
this activity and what can I 
get out of it?” 


2. Working out the ADVERTISING 
and SALES PLAN— 


All of the foregoing steps are 
preliminary to the PLAN itself. 
Their application to a single case 
is simply the forerunner to the 
creative and imaginative factors 
which are essential to converting 
facts into a usable plan. 

A smooth-flowing, easily-worked 
PLAN should be the logical re- 
sult of careful analysis and a 
sound plan foundation. 


Write out your PLAN STRUC- 
TURE in detail — a complete 
statement of all ideas, forms, 
procedures and schedules of the 
campaign in its entirety. 


. FLOW CHART of Complete 


Campaign— 
For a quick graphic picture of 
your Campaign, CHART its 
course in simple outline form, 
using your written outline as 
a guide for the FLOW of each 
contributing part. 


Sometimes you may find it help- 
ful to precede the written out- 
line with a FLOW CHART of 
your facts and ideas. Such a 
Chart will give you a picture of 
your entire campaign at a glance. 
Your perspective of the complete 
campaign will become clear, as 
a well planned FLOW CHART 
should contain all of the essen- 
tial elements of the campaign 
and their direct relation to each 
other—a running record form; 
each item to be checked off as 
completed. 


As a military strategist maps 
each tactical movement essen- 
tial to reaching an objective, the 
advertiser should prepare his 
map (FLOW CHART) of every 
movement. Make your moves 
completely visible and under- 
standable on one sheet of paper 
to keep your campaign in true 
perspective at all times. 


Occasionally, a change on your 
Chart may be desirable. Then 
correct the “Map of Your Cam- 
paign” as you proceed. Objec- 
tives change little, whereas tac- 
tical maneuvers to attain these 
objectives may be advisable if 
as you proceed unusual circum- 
stances alter some of the origi- 
nal ideas of your campaign. 


At first, such charts appear to 
be complicated. In reality they 
are the simplest form of record- 
ing ideas and movements. 


. Visualize Your Ideas and Build 


the Physical Forms— 


This is given to you as the fourth 
step in building your PLAN 
STRUCTURE. Succeeding les- 
sons develop this step. — 


However, when considering the 
visual forms, layouts, headlines 
and copy, materials, mailing de- 
vices, etc.; remember not to vio- 
late the principles which govern 
their practicability as they are 
disclosed through an analysis of 
the facts of your own problems. 


. Budgeting the Appropriation to 


Fit the Plan— 


The final step of your PLAN 
STRUCTURE _ should include 
breaking down the total appro- 
priation into cost-per-unit. This 
may be done in several ways, to 
be considered in the light of each 
situation. Only through test- 
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CALIFORNIAN WINS ESSAY CONTEST 


2500 War Bond to Charles Crum 


The eighth annual essay contest, ¢ 


sponsored jointly by International 
Printing Ink and the National 
Graphic Arts Education Association, 
has just drawn to a successful con- 
clusion with the awarding of first 
prize of a $500 War Bond to Charles 
Crum, of Sweetwater Union High 
School, National City, California. 
Other awards were made to students 
from fourteen different states and 
Canada. A special cup was awarded 
for the past printed essay. 





The subject of the essays was 
“Printing and A Free Press”, a theme 
of vital importance to all of us who 
are fighting to preserve those prin- 
ciples of free speech and free expres- 
sion in which we believe. 

Response to the contest was en- 
thusiastic and of a high degree of 
excellence. This should be especially 
gratifying to the Graphic Arts in- 
dustry as an indication of the wide- 
spread interest which America’s stu- 
dents have in the printing field. 











NEW USES FOR ANILINE PRINTING 
Expansion In Quality Printing Field Predicted 


Advances in technique and equip- 
ment for aniline printing have wid- 
ened its scope for many applications 
in the quality field. ‘The develop- 
ment of better rubber plates and 
special inks now makes exceptional 
printing precision possible in the 
production of bread wraps, foil and 
cellophane bags and wraps, gummed 
tape and wall paper, as well as the 
many new plastics and synthetics 
which are so well suited to aniline 
printing. Today, aniline printing ac- 
tually produces some beautiful and 
unusual effects on certain materials 
which cannot be obtained in any 
other way. 


Through its development of pig- 
ment dispersions, new vehicles and 
the Anilox* method of ink distribu- 
tion, IPI has played an important 
part in the growth of aniline print- 
ing and in the development of inks 
of various formulations to fit each 
particular problem involved in print- 
ing on a variety of different surfaces. 


PUT A WAR MESSAGE INTO EVERY PIECE 


For source material, write GAVC, I7 E 


t 





Whatever your present interests 
may be, if you have not investigated 
the possibilities of aniline printing, 
we suggest you get in touch with your 
local IPI representative. He can give 
you a better picture of this promising 
postwar field and can keep you in- 
formed on new developments. 


Identification Inks Get A Plug 


A letter which we have just re- 
ceived is good testimony to the serv- 
iceability of IPI marking inks in all 
climates. From the wilds of New 
Guinea, a young G. I. writes, “Here 
is a plug for IPI Identification Ink: 
With all the wear and tear and con- 
tinuous washing our uniforms get, 
the ink never fades and is as legible 
as when it was first applied.” 

Weare grateful for this unsolicited 
praise. IPI marking inks are also per- 
forming well in other war jobs on 
textiles, metal containers, ammuni- 
tion shells, glass, lacquered surfaces 
and other applications. 


q 
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See Your Ink Maker First 


From the question-and-answer sec- 
tion of a recent publication, we note 
a question about running colored 
inks. The answer was essentially 
“Obtaining the proper ink to work 
by any sequence is a job for the ink 
maker”’. 

We feel the same way at IPI. Our 
many service stations throughout the 
United States are there mainly to 
serve you by supplying inks to fit 
your needs and by supplying help 
and advice on the best way to run 
those inks. Whatever your problem 
— color matching, sequence of im- 
pressions, special inks—a trained, ex- 
perienced IPI representative is ready 
and willing to lend assistance. 


FREE COLOR GUIDES 


Letterpress and offset color guides, 
each made up in both file size and 
easy-to-carry pocket size, a newspaper 
web press color guide and a specimen 
book of IPI* Everyday* inks are now 
available to all users of printing and 
lithographic inks. Write for copies to 
International Printing Ink, Empire 


State Building, New York 1, N. Y. 


*Reg. U. S. Pat. Off. 


OF PRINTING 


42d Street, New York 





ing and experience can one lay 
down a formula as to how much 
to spend for an “inquiry,” or for 
the follow up. Results are the 
chief guide. Cost per inquiry is 
usually governed by resultant 
ratio of sales to inquiries. ‘The 
cost of some campaigns is view- 
ed from the standpoint of over- 
all returns, with each part an 
essential factor which cannot be 
broken down into single units 
and related costs. 


However, if a campaign consists 
of several or many parts, con- 
sideration must be given to budg- 
eting the appropriation for a 
balanced program. There is no 
greater waste in advertising than 
to spend 90% of an appropria- 
tion- for inquiries and only 10% 
for conversion of inquiries into 
sales, when that 10% falls short 
of breaking down the resistances 
standing between product and 
prospective buyer. 


Contrawise, if a manufacturer 
spends his entire appropriation 
for a catalog or elaborate pre- 
sentation and that unit requires 
pre-selling, extensive distribution 
or important follow up, he would 
be severely lacking in proper 
planning. 


x *§ * 


Plan — Create — Act 


2 Plus 2 do not make 5. Our mathe- 
matical system will never change to 
that extent. Neither will our sys- 
tem of sound thinking on which 
sound planning is predicated. 


Such rules of planning do not ppt 
a damper on imagination and in- 
genuity. They do provide some as- 
surance that when you exclaim “I’ve 
got a great idea” that it is also 
sound and practical. 


Let’s get ready for action—but 
not by trying to make 24+2=-—5. 


Reporter’s Final Note: O.K., here’s 
the “tag line” addressed to all of 
you who have read this far... and 
thoroughly. Go back and read the 
introductory item, in box on 
page 3. Call your secretary and dic- 
tate a letter to The Reporter telling 
us how you liked these formulas 
for thinking or telling us how 
you do your own thinking. Both 
Dick Messner and your reporter 
would like to know how many of 
you like a survey about this style 
of approach to Direct Mail Plan- 
ning. 


[THE END] 
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Lessons on Letters 


On February 24th, Robert Ramsay 
showed this reporter a letter just 
received from Charles R. Wiers, Vice 
President of DeLong (hook & eye) 
Company, Clearfield and _  2ist 
Streets, Philadelphia. Bob consid- 
ered it “the finest note of an obitu- 
ary I ever read.” 


We reprint the letter . 
will give you the sequel later: 


. and 


February 22, 1945 
Good Friend: 


I know this letter deserves to be 
written, although I would be the hap- 
piest man ever if it could remain 
unwritten. 


Its purpose is to inform you that 
my. lovely companion slipped quietly 
and peacefully out of this tired and 
troubled world early on the morning 
of February 2. Following a service 
in this city on the 4th, I took her 
remains to Buffalo where a second 
service was held. It seemed to me that 
so long as we started in Buffalo, it 
would be well to terminate our happy 
journey in the same place. 


Although my loss is an irreparable 
one, I assure you that the wonderful 
memories bequeathed to me make me 
rich beyond compare. Indeed, no man 
could ask for a more glorious incen- 
tive than I enjoy for a finer, fuller and 
more beautiful life. 


Most sincerely, 


Chas. R. Wiers 


Mr. Robert E. Ramsay 
R. F. D. 
Brainard, New York 


This reporter liked the letter, too, 
as he does all letters written by the 
master of words, Charles Wiers. I 
wrote down to Philadelphia asking 
if I might be permitted to reprint, 
with or without revealing names, 
but preferably with the author’s 
name, because “I would like the 
readers of The Reporter to see how 
Charles Wiers can write a difficult 
letter and how a man can take a 
crushing blow with such inspiring 
courage.” 


Here is the answer to my request. 
It contains a lesson in letter writing 
for all of us: 


Dear Henry: 


You deserve to be told that your 
much appreciated letter has involved 
me in an experience I never antici- 
pated, 


Certainly the exhibit made by good 
friend, Bob Ramsay, reflecting the 
good impression made upon him as 
the result of my recent letter in- 
cluding your own favorable attitude, 
serves to prove something I have 
repeatedly emphasized—that none of 
us ever pause to think how far many 
of the right kind of letters are sure 
to travel beyond the person addressed. 


Little did I realize when I wrote 
Bob, in line with my duty to him, 
that he would show my letter to any- 
body outside of his immediate house- 
hold. Maybe some of the many others, 
in near and remote places, who have 
written me helpful letters since the 
passing of my lovely companion have 
also shown the acknowledgments they 
have received. And you may believe 
that I am treating all of these letters 
—short or long—to such a measure of 
courtesy. The task before me is a 
difficult one because it will take sev- 
eral more weeks to complete it. 


There again is another lesson in 
the letter writing field too frequently 
ignored. How in God’s name could 
I ever forgive myself or ever look 
any of my friends squarely in the face 
again if I knew that I had received 
letters from them, expressing much 
in the way of helpfulness in my try- 
ing experience, without returning a 
single word of appreciation? 


As I figure it out it is my job, as it 
is that of anyone else, whether he 
writes few letters or many, to prove 
above everything else that he is a 
gentleman who never deserts his ever 
present obligation to be kind, decent 
and courteous to all comers. These 
traits, manifesting the spirit that 
should always be kept prominently to 
the front in a rightly conducted busi- 
ness, have been much too conspicuous 
by their absence in the past, hence 
the reason for at least some part of 
the awful mess in which we are in- 
volved right now and from which it 
is going to be no cinch to extricate 
ourselves. 


It now seems that instead of re- 
turning a direct answer to your query 
in the early part of this letter, I 
have observed a contrary procedure 
by making use of a lot of stuff foreign 
to that in which you are particularly 
interested. I, therefore, hasten to 
tell you that you are entirely at 
liberty to make whatever use of the 
letter I wrote to Bob Ramsay your 
good judgment may dictate. I quite 
agree with you that the whole thing 
would likely be more effective if you 
were to use my name and position 
in connection with it. | 


Best personal regards and a hearty 
thank you for all that your letter 
brings before me most impressively 
in the way of friendship and confi- 
dence. 

Chas, R, Wiers, Vice-President. 
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“In 1944 ‘A Brief Preface to the History of Selling’ 
was the basic theme of our sales publication, the Phoenix Flame. 
The type face required for this moving theme 
was one that expressed power and progress through the ages, 
yet it had to be of such design and color 
that the reader, seeing it month after month after month, 
would not tire of it and clamor for change. 
Thus, Lydian Bold Italic (ATF) was the natural selection. 
It interpreted our basic theme 
while matching the quiet strength of the illustrations 
planned for the series by artist Elmer Jacobs. 
Further ... we think that Lydian is good taste, 


the kind of good taste that attracts the kind of people 





with whom we like to do business.” Hig. 


H. J. Higdon (Hig), 
Editor and Typographic Designer, 


The Phoenix Flame, AMERICAN TYPE FOUNDERS 


A Sales Publication of the 


Phoenix Metal Cap Co. 200 ELMORA AVENUE 
For Many Years Winner of , 
Editorial and ELIZABETH B, NEW JERSEY 


Typographic Awards, 


THIS ADVERTISEMENT 18 SET IN LYDIAN BOLD ITALIC 
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Those rumors we wrote about 
last month—concerning increases 
in Postal Rates—have moved right 
out of the rumor stage into a very 
tangible memo from Postmaster 
General Walker to Congressman 
Burch of the House Post Office Com- 
mittee. The memo contains a set 
of recommended rates for fourth 
class (parcel post) mail. Along with 
the proposed rates is a carefully 
written and extremely well docu- 
mented group of reasons as back- 
ground for the changes. 


Parcel Post is the only class of 
mail, which must according to law 
charge rates which will “insure the 
receipt of revenue from such serv- 
ice adequate to pay the _ cost 
thereof”. Based on that paragraph 
of the U.S. Code, the proposed rates 
are expected to balance the revenue 
and cost of fourth class mail. These 
new rates (reproduced below) mean 
an average increase of approxi- 
mately 2¢ per package over 
the present rates (exclusive of 
U.S. Revenue Tax). However, if 
you add this 3% tax to the present 
rates the average increase is only 
about 1¢ per package. 


by EDWARD N. MAYER, JR. 
New York City 


12 ounces. This recommendation has 
been discussed for years and cer- 
tainly is a step that many users of 
Parcel Post will appreciate and use. 


In studying these proposals you'll 
find the larger increases are for 
the smaller packages in the local, 
ist, 2nd & 3rd zones. As your pack- 
age gets heavier or travels a longer 
distance the increased cost is both 
actually and proportionately less. 


The memorandum from the Post- 
master not only recommends the 
new rate but requests that the 3% 
tax now in existence be repealed. 


Even though it is not necessary 
that the new rates be made part of 
a bill and sent through both houses 
of Congress in the regular manner, 
the P.M.G. having the power to send 
them directly to the Interstate Com- 
merce Commission, who (“after in- 
vestigation”) may “consent” and 
grant him permission to put them 
in effect, we have been told on good 
authority that they will be written 
into a bill and that quite probably 
that bill will contain a provision re- 
pealing the 3% Revenue Act tax. 


x *k* * * 


PARCEL POST RATES 


Present 
Rates 
1st Ib. Proposed 
Including Rates 
ZONES 3% Tax 1st Ib. 
Local 8¢ 10¢ 
ist and 2nd 9 11 
3rd 10 12 
4th 1i 13 
5th 12 14 
6th 13 15 
7th 15 16 
8th 16 17 


Note carefully that the proposals 
call for a new classification for 
packages weighing between 9 and 
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Present Proposed 
Rates Rates 9-oz. 
Additional Proposed to 12-oz. 
ibs. Ex- Rates (New 
cluding Additional Classi- 
2% Tax Ibs. fication) 
o¢ T¢ 8¢ 
1.1 1.1 9 
2.0 1.8 10 
3.5 2.9 10 
5.3 4.6 11 
7.0 6.5 11 
9.0 8.4 12 
11.0 10.4 12 


As this is written (February 28th) 
Judge Burch is preparing to hold 
public hearings before his committee 






POST OFFICE 


prepares the bill to increase the 
rates. What the outcome of those 
hearings will be—and what the final 
proposed increases (if any) will be, 
are questions that may not be an- 
swered for several weeks or more. 


Should there finally be new rates 
voted, they won’t go into effect un- 
til after July ist, 1945. You can 
count on that in your planning. 


This is only the first of several 
memoranda that are going to arrive 
on Rep. Burch’s desk concerning 
rates. The next one (don’t believe 
it will get there for at least several 
months) wil! probably deal with 
1st, 2nd and 3rd class rates. (Re- 
member there’s nothing in the U. S. 
Code that says those classes of mail 
must pay their own way). 


x * k * 


Wonder if H. R. 2071, the bill cov- 
ering salary increases to P. O. em- 
ployees will be called up (for a vote) 
before the parcel post rates are 
raised ? 

x *«k* kk * 


Here’s one you should clip and 
put in your wallet for use when 
the Mrs. (or the Mr.) asks you if 
you mailed that letter she (or he) 
gave you two weeks ago (and you 
still have in your other suit). 


Los Angeles, Feb. 17th (INS) 
—Two months ago Mrs. Olive E. 
Grismer sent off a sizable check 
as the last quarterly instalment 
on her 1944 tax. Yesterday she 
got it back with a note from 
Cpl. F. V. Guarino, “somewhere > 
in Europe”. “A friend in Los 
Angeles sent me a magazine,” 
wrote Guarino. “Your letter was 
lodged between the pages while 
in a mail sack. So here is your 
AWOL income tax check.” 


x *k* *k * 
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As you know, if you’ve been read- 
ing this magazine, listening to the 
radio or looking over the ads of 
many of our most important na- 
tional advertisers — “The OWI is 
making a new drive to promote the 
use of V-Mail in 1945. Next time 
you write a serviceman, remember 
that using regular stationery, forces 
our transport system to work 49 
times harder than necessary. It’s 
a fact: One plane loaded with V-Mail 
can do the work of 49 carrying ordi- 
nary letters.” 


x *k* *&* * 


Run, don’t walk to your nearest 
desk and write (special delivery) or 
wire—Tension Envelope Corp., 345 
Hudson St., New York 14, N. Y. 
(branches in many other cities) for 
a copy of their new “New Postal 
Rates and Current Postal Regula- 
tions” folder. We’ve seen lots of these 
things in the past few years, but 
this one is undoubtedly the best of 
the lot. Don’t miss getting your 
copy NOW. 


x * *k * 


If you’re interested in the progress 
of the war, and don’t like to listen 
to the radio, read newspapers or 
even magazines, you might take out 
a subscription to—“The Postal Bulle- 
tin”. If you follow this publication 
you'll find a very accurate day-by- 
day record of our victories. Seems 
like the Bulletin announces resump- 
tion of Postal Services to the coun- 
tries we liberate (or capture) within 
a very few days after our troops 
have landed. Might even lead to 
a new slogan—something like “The 
Marines have landed and the mail 
will be delivered in the morning”’. 


x * k * 


About Postal Notes: One—Postal 
Notes from which the paying office 
coupon has become detached and 
lost, (due to a manufacturing defect 
which is now being corrected) may 
now be cashed even though the reg- 
ulations state the coupon must be 
attached. This temporary ruling will 
probably be revoked when the manu- 
facturing defect has been overcome. 
Two—Postal Notes should not be 
sent to members of the Armed 
Forces stationed outside the conti- 
nental limits of the United States. 
They will not be cashed by Army 
or Navy Post Offices. If you’re send- 


THE REPORTER 












A DL, iten- Give Your Stationery 
The Prestige of Your Office 


by using EAGLE-A AGAWAM BOND. The rich > 
appearance and crisp feel of 100% Cotton Fibre 
Paper adds dignity and prestige to your letters. It 
builds confidence in you and the firm you represent. 


Every letter you sign on 


EAGLE-A AGAWAM BOND 


adds to the importance of what you have written. 
Start now to increase your business reputation by 
' taking advantage of EAGLE-A AGAWAM BOND’s 
prestige-appearance and rugged permanence. For air 
mail letterheads to match, specify Substance 11. For 
long-wearing, lightweight permanent records, use 


Eagle-A Agawam Onion Skin. 


Any Printer, Lithographer, Engraver or Stationer can 


supply you. 


Eagle-A Boxed Typewriter Papers include Eagle-A Agawam Grades 
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ing money to the boys or girls in 
the services overseas, be sure to 
use a regular Money Order. 


x * * * 


The following notice appeared in 
the Postal Bulletin of February 13th. 
It’s about the best reason we’ve seen 
for putting zone numbers on every 
piece of your outgoing mail... 


“Please bear in mind that 
every post office is expected to 
separate zoned from unzoned 
letters unless there are good 
and substantial reasons for not 
doing so. The accumulated ef- 
forts of all offices in making 
separate tie-outs of zoned let- 
ters will permit zone number 
offices to set aside zoned mail 
upon receipt for prompt distri- 
bution by inexperienced em- 
ployees. If zoned letters are 
received in packages mixed with 
unzoned mail, full benefit of the 
zone number is not obtained. In 
many of the zone number offices, 
experienced help is not available 
to distribute incoming city mail; 
therefore, delays in delivery can 
be prevented only by using in- 
experienced help in distributing 
mail bearing zone numbers.” 


x * *& * 


A survey conducted recently by 
American Airlines shows that 80% 
of all air travelers questioned want 
“all first class mail shipped by air 
whenever it would speed delivery”. 
Wonder how non-air travelers would 
vote—and who would pay the addi- 
tional costs? 


x * * * 


H. R. 4143 the Airmail Post Card 
Bill has been re-introduced into Con- 
gress by Representative: Holifield of 
California, under the number H. R. 
1171. This is the bill you may remem- 
ber, that would authorize the use 
of an airmail Post Card for 4¢. 

Whether there is a wide demand for 
such a card is not the question here 
—but we would like to talk a bit 
about airmail costs as they would 
apply to this proposed card. For 
purposes of discussion, let’s forget 
that the airmail rate has been raised 
from 6¢ to 8¢ and quote from a letter 
published in The Reporter last 
March ..., 
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“Local Postal authorities in- 
form me that one pound of 
average (airmail) letters consist 
of 45 pieces, whereas one pound 
of post cards contain 72 pieces. 
At the 6¢ rate the pound of 
letters bring $2.70 in revenue 
and the 72 postcards on the 4¢ 
airmail basis would bring $2.88 
to the department. This is a 
9.4% increase in return for the 
same weight of mail.” 


Now let’s examine that “9.4%” in- 
crease in return for the same weight 
of mail. Obviously that’s good 
mathematics but it’s based on a 
very poor knowledge of Postal pro- 
cedure. A casual glance at the cost 
figures of the P. O. will show that 
the fee paid to air lines represents 
only about % the total cost charge- 
able to Airmail. The rest of the 
cost comes from pick-up and deliv- 
ery, administrative expense, over- 
head, etc. So, you figure it out for 
yourself. It seems pretty obvious 
that the 9.4% (or 18¢) instead of 
being profitable would probably eat 
up all the present profit from this 
class of mail. 


{| THE GRAPHIC ARTS VICTORY 
COMMITTEE ... on February 8th, 
1945 ... held its annual business 
meeting (largely by proxies to save 
travel). The following were elected 
or reelected to the Board: 


Raymond Blattenberger, Vice Presi- 
dent, Edward Stern & Company, 6th 
and Cherry Streets, Philadelphia 6, 
Pa. 


W. Arthur Cole, Managing Director, 
Photo Engravers Board of Trade of 
New York, 60 East 42nd Street, New 
York 17, N. Y. 


Edson S. Dunbar, Sales Promotion 
Manager, Crocker-McElwain Com- 
pany, Holyoke, Mass. 


Harry L. Gage, Vice President, 
Mergenthaler Linotype Company, 29 
Ryerson Street, Brooklyn 5, N. Y 


M. R. Griswold, President, Rogers- 
Kellogg-Stillson Company. 461 Eighth 
Avenue, New York 1, N. Y. 


J. Stewart Jamieson, President, Lin- 
coln Engraving & Printing Corp., 130 
Cedar Street, New York 6, N. Y. 


Thomas Roy Jones, President, Amer- 
ican Type Founders Sales Corp., Eliza- 
beth, New Jersey. 


A. G. McCormick, Jr., Secretary, 
McCormick-Armstrong Company, 
Wichita 1, Kansas, 


Edward N. Mayer, Jr., President, 
James Gray, Inc., 216 East 45th Street, 
New York 17, N. Y. 


Richard E. Messner, Vice President, 
E. E. Brogle & Company, 52 East 
19th Street, New York 3, N. Y. 


Harry A. Porter, Vice President, 
Harris-Seybold-Potter Company, 4510 
East 71st Street, Cleveland 5, Ohio. 


Frederick G. Rudge, President, Wil- 
liam E. Rudge’s Sons, 225 Varick 
Street, New York 14, N. Y. 


Ernest F. Trotter, Managing Edi- 
tor, Printing Magazine, 41 Park Row, 
New York 7, N. Y. 


R. Reid Vance, President, Graphic 
Arts Trade Association Executives, 30 
East Broad Street, Columbus 15, Ohio. 


George Welp, Director of Sales Pro- 
motion, Advertising-Publicity, Inter- 
chemical Corp., 350 Fifth Avenue, New 
York 1, N. Y. 


Following the business meeting, 
the newly constructed Board elected 
Edward N. Mayer, Jr., as President 
of the Graphic Arts Victory Com- 
mittee for the coming year. Retiring 
President A. G. McCormick, Jr., who 
is Secretary of McCormick-Arm- 
strong Company, Wichita, Kansas, 
was elected Chairman of the Board. 
Other officers are: 


Ist V. P.: Frederick G. Rudge, Presi- 
dent, William E. Rudge’s Sons, 225 
Varick Street, New York 14, N. Y. 


2nd V. P.: George Welp, Director of 
Sales Promotion, Advertising-Pub- 
licity, Interchemical Corp., 350 Fifth 
Avenue, New York 1, N. Y. 


Treasurer: Harry A. Porter, Vice 
President, Harris - Seybold - Potter 
Company, 4510 East 71st Street, 
Cleveland 5, Ohio. 


Secretary: Ernest F. Trotter, Manag- 
ing Editor, Printing Magazine, 41 
Park Row, New York 7, N. Y. 


The Honorable A. E. Giegengack, 
the Public Printer of the United 
States, Washington, D. C., continues 
as Honorary Chairman of the Com- 
mittee. 


(|THEY ARE BEGINNING TO 
COME BACK. Lt. Col. Edwin E. 
Leason, who, prior to his recent 
release from active duty, was at- 
tached to Headquarters, Second Air 
Force .. 
Raymond, Inc., as Treasurer of the 
Corporation and will make his head- 
quarters in the Boston office. Dur- 
ing 1940-1941, Ed was President of 
the Boston Advertising Club. Wel- 
come back! 
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MORE ABOUT ZONE NUMBERS 


The following letter was written 
by M. Habernickel, Jr., of the Ha- 
band Company, Paterson 4, New 
Jersey. It’s worth studying. 


Postmaster General, 
Washington 25, D. C. 


Dear Sir: 


Some months ago, as a result of 
pressure upon us for more thorough 
use of zone numbers, I protested to 
you that I did not think that the Post 
Office itself was doing enough to that 
desired and highly important end. 
To that letter I received a very courte- 
ous and reasonable reply which 
prompts me to further discussion of 
the subject. 


For instance, upon examination of 
the new (and commendable) postal 
notes sold by you I find no space 
provided nor suggestion made for the 
zone number of the remitter on the 
reverse side of the form where space 
is provided for his name and address. 
In all our order forms we provide a 
specific and labeled position for zone 
numbers. If the remitter furnishes 
the number it will appear forever 
afterwards in our addressing. If the 
suggestion were made in the form 
of space provided on your postal notes, 
I am sure many people would fill it 
in who might otherwise neglect to 
do so. And, if it was furnished to 
us only that once, it would forever 
afterward be an integral part of our 


records. ¥ ee 
os eee 2 ee ae How soon after V-day can we have 


Garden State Letter Carrier,” the pub- 
lication of the New Jersey State As- *, 99 
sociation of Letter Carriers. Through- U SE, CN velopes of ‘Dre-War quality papers? 
out this issue are published hundreds 

and hundreds of advertisements solic- ; J 
ited by the letter carriers from New nl 

Jersey business institutions. In al- Se “_ 
most none of these advertisements Bleve’ . 
do I find any use of zone numbers. Here’s our answer based on a company policy. 
Our ad, appearing on page 13, is one | 

of the exceptions where it appears. The United States Envelope Company is keep- 

As a more general example I refer ; . : os —_— 
you to page 15. Here appear 53 sep- ing its awentery of ‘‘war quality papers 
arate ads, each one carries the ad- safely within the limits of current business. 
vertiser’s name and address, but in ; ” 
only three instances does the zone We have no intention of ‘‘working off’’ emer- 
number appear. And I think you will “ae : 
find that every city involved is a 8°OCy stocks after better quality is available. 
zoned city. To my mind this indi- 
cates a regrettable lack of interest You can confidently expect to buy 
in the subject on the part of your . . ' 
renvenmaiadiidats U.S.E. fine quay, guaranteed en 

These remarks are most respect- Velopes as soon as suitable paper is re- 
fully submitted and in the hope that . 
by continued pressure on the part leased for this purpose. 
of one upon the other we will mutu- 
ally achieve the all important general 


use of these zone numbers. UNITED STATES ENVELOPE 
Reporter’s Note: Good suggestion COMPANY | 

there for your order forms, reply General Offices: Spring field 2, Mass. 

cards, etc. Be sure to indicate in 14 Manvufacturing Divisions from 

space to be filled in with name and Coast to Coast 

address that you want zone number 

included. 
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Praiseworthy Cooperation 
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You can help them now . 


that they can't think of anything to write! ... 


WHEN TO WRITE 


Wrifegggjten. When something happens th. at ts 
soe sant and the thought occurs to you, “Jim 
oul aoe. ag nl —then is the time to 
write. V-mail has tell about these little 
expenences oo events + t are enjoyed, imme- 
diately after they take place 


the service? 


Somcon eect ~_ this sdca. Start by simply 
id z > men or women in the serv- 
ce to whom you « want to send clippings, cartoons 
ur persenal notes Dun' t wait uae you ha ave tome 
to write a bing letter. Just rs 
Write short news notes. Clip c: artoons and give 
them a local application. Look for stones. Don'r 





he repeated’ 





neglect articles or paragraphs containing good 
ideas. Fill the envelope with a combination of in- 
spiration and information. Tell only good news. 
When the envelope gets fattened up to the 3-cent 
postage weight or V-mail length, send it off. You'd 
be astonished how quickly an envelope reaches 
the proper degree of fatness, and how easy it makes 
short letters or V-mail 


community? 


WHAT TO WRITE. acne 


Letters are only substitutes for conversation, and in the tow 
should therefore be as close to conversation as 
possible. You can keep him im touch with his wor 
frends. You can 
community, of the events that happen and the 
changes that occur. Remember, small talk to you ts 


The people at home need to be reminded again and again and again 
what constitutes news. There is an all-out campaign afoot*to pro- 
duce a deluge of letters, a campaign in which you will want to take 
part. 

Do you buy newspaper space? If so, will you devote at least one 
advertisement to an appeal for more and better letters to the fighting 
boys? And will you at least mention this in every advertisement you 
run? The OWI office will supply ready made material free of charge. 

Do ycu buy radio time or spots? Will you remind your audience 





Your best customers 
need your help right now! 


A SPECIAL MESSAGE TO THE CLOTHING RETAILERS OF AMERICA 


ANY OF YOUR BEST CUSTOMERS are in the Army now. Postwar they ‘ll come flocking into your stores 
M looking for the service only you can give them. But you don’t have to wait until then to be of service. 
. All of us know what mail call means to these fellows. A letter from home 
is probably the most important thing that can happen to sustain a man’s spirit, to give news of those of whom he 
is thinking, and to make him know that he is not alone. 
Armed Forces do not write as often as they should. Why? Because they are lazy? Perhaps. But a large reason is 
For the benefit of those who hesitate to face a blank sheet of paper, 
feeling they have nothing to say, we offer this guide to help make letter writing easier. 


In a recent issue, The Reporter of Direct Mail Advertising featured a special symposium 
on Letters for Overseas. We are using the suggestions contributed to this symposium by exdert pe, 
letter writers. You can feel free to use any of this material, without credit to its source. 


1) What have you heard abuut his friends in 
2) Who came through on furlough today? 


6) Whom did you see yesterday, at a distance, 
in passing, or to speak to, that he might know? 
7) What new jokes have you heard that might 


%) What entertainment have you seen or 
heard—sports, radio, theater, movie. night club— 
that you might mention 

%) Whose birthday has come up lately? 

1) What newspaper chpping can yen enclose? ngs at 
p? 


14) Who plays the best gin rummy game now? 2) T ‘ 
15) What changes has the war brought to your 


16) Who won the last basketball game? 
17) W ae new stamps have you added to his —_—_gling,” worrying and imagining that the worst has 


1X) What are the prospects for post-war jobs 
19) wher’ s new at the place where he used to 
20) What's the latest news on the home front? tions at home, under the m 


21) What new trick has Rover learned? 
22) What's new in the Alumni bulletin this complishes nothing but lowered morale through 


big news to him! month? false hopes. 
Most experts agree that these are sonte of the 23) What are the changes in the draft status Remember, trouble is too heavy for any mail. Keep 
things the boys at the front want to hear: of local boys? ut cheerful! 


Contributed in the interest of the War effort by 


PRINCETON FABRICS 


**-America’s Finest”’ 


PRINCETON ,WORSTED MILLS «+ 51 MADISON AVENUE, NEW YORK 10, N.Y. 


x 


. . Yet relatives and friends of men and women in the 


REMEMBER THESE THINGS 
Letters aim to do 3 things—first, sound cheerful j 
and dynamic—second, report as many as possible 
uf the home front activities that contribute to the 
winning of the war—third, deal normally with the 
normal activities of life, slipping in as much hu 

as possi a — of trivial-minded- 

ness or indifference t » the big issues of the times. 


WHAT NOT TO WRITE 

The Office of War Information has found that 
these are some of the things the serviceman does 
not like to hear abou 

1) Domestic difficulties, quarrels and bicker- 
home about which he can do nothing—ex- 
cept worry. In general, try to avoid upsetting him. 
Let him keep his mind free for the task of taking 
care of himself. 

he minor inconveniences of wartime ci- 
vilian living. Compared to his own sacrifices, these 
are inconsequential. 

3) Situations that keep the serviceman “dan- 
happened. Hinting at some trouble that may never 
materialize leaves the serviceman to torture him- 
self with uncertainty and fear until the next let- 
ter arrives. 

4) Writing the serviceman about bad condi- 


sapprehension that 
such letters enable him to come » iS ac- 


to write cheerful letters, but above all more letters? 


Everyone can use envelope, “stuffers.” Upon request OWI will send 
without charge as many stuffers as you can use to enclose with cor- 
respondence and statements, or to distribute at your cashier's desk. 


We cannot overemphasize the importance and seriousness of this 
project. We join in asking all of you to do your part starting at once. 
The main idea is to get the job done—and done quickly. We are sure 
you will want to do this for your customers now in the Armed Services. 








Reproduced above is a reduced 
version of full page ad (size 
11” x 16%”) which ran in late Feb- 
ruary issue of retail trade paper, 
“Daily News Record.” Horace Nahm 
of Hooven Letters, 352 Fourth Ave- 
nue, New York 10, N. Y., wrote the 
copy and reports that he “leaned 
heavily” on The Reporter symposium 
issue about letters to soldiers. Try 
to read reduced version—and see 
how well the story is put together. 
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In addition to running as full page 
ad, Princeton Worsted Mills in- 
structed Horace Nahm to mail re- 
prints with a personalized letter to 
a large list of retail clothiers and 
department stores which sell men’s 
clothing. The story is sure getting 
around. The War.Department and 
OWI should give Princeton Worsted 
Mills and Horace Nahm ...a pat on 
the back. 


[]/SEE HOW IT WORKS? Here’s 
part of a report recently received 
from a Reporter reader. For obvious 
reasons we withhold the name. 


I believe the following will interest 
you: 


Mr. J P—— subscribed to the 
magazine “X-Ray” published by a 
Mr. Cort Asher in Muncie, Indiana, a 
man whose reputation I and you 
know too well. Ten days to two 
weeks after Mr. P————— had sent in 
his mail order for a year’s subscrip- 
tion, he received an envelope con- 
taining an address before the United 
States Senate by Senator Langer. I 
am sending you two _ photostatic 
copies of the envelope in which the 





Congressional Record containing 
Senator Langer’s address was 
mailed to Mr. P———— under the 


Senator’s frank and with a Muncie 
postmark. 


Reporter’s Note: It is still going 
on! Accused seditionists using post- 
age free franks of Congressmen! 
The Langer speech was itemed in 
September 1944 Reporter. It was a 
defense of the seditionists on trial 
in Washington (until Judge Eicher’s 
death postponed proceedings). 


We understand that Ham Fish is 
allowing thousands of his farewell 
to Congress speech to be mailed 
under his frank. 


BOSTON PLANS 
A DIRECT MAIL DAY 


Earle A. Buckley, President, Earle 
A. Buckley Organization, Philadel- 
phia, will be the feature speaker on, 
“How to Increase Direct By Mail” 
at Direct Mail Day, Advertising Club 
of Boston, Tuesday noon, March 27th, 
Hotel Statler, Georgian Room. 


Howard Korman, President, Direct 
Mail Advertising Association, will 
act as “Clifton Fadiman” in charge 
of an “Information Please” board 
of experts to answer questions sent 
in prior to the meeting to the Ad- 
vertising Club, on various phases of 
Direct Mail. 


The winning 1944 Fifty Direct 
Mail Leaders will be exhibited. A 
large attendance is expected. 


James M. Mosely is chairman of 
the committee in charge. 
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j|A CALL FOR BOOKS. Here’s 
part of a report from our old friend 
George R. Rogers, who is now execu- 
tive secretary of the American Mer- 
chant Marine Library Association, 
45 Broadway, New York 6, N. Y. 

Recently I accepted an assignment 
here, and find that I have a colossal 
job—few books, limited monies, ships 
coming down the ways in unprece- 
dented number, and our libraries are 
needed for the largest Merchant 
Marine in history. We must have 
600,000 books—12,000 per week, to 
send to sea. The need is urgent. I 
am wondering if you will publish an 
appeal for books in The Reporter. I 
am sure this will greatly implement 
our radio appeal. For your infor- 
mation, the ANPA, the APA, the As- 
sociation of Shopping Newspapers, and 
the WNU, will. do all they can to 
publicize our need. 


Reporter’s Note: I’m sending a 
dozen copies of “Black Mail.” 


(|}GOOD ADVICE TO PRINTERS. 
Total tonnage of paper was less in 
1944. It is indicated to be 25% less 
than 1941. This does not mean that 
there need be or will be 25% less in 
number of sheets. One ton of 20 
lb. Bond Size 17x22 is 50,000 sheets 
of paper or 200,000 8%x11 letter 
heads. One ton of 16 lb. Bond 17x22 
is 62,500 sheets or 250,000 8%x11 
letter heads. 


Let’s examine paper conservation 
that can be practical on a four page 
folder 84%x11. In 80 lb. Basis a ton 
of paper would produce _ 60,000 
copies; in 60 lb. Basis a ton of 
paper would produce 80,000 copies. 


We believe it is possible for a com- 
mercial printer subject to a 25% 
reduction in tonnage of paper to 
sell his product so that he can pro- 
duce aS many press impressions as 
he did in 1941. 


Unless we can have paper, your 
business and our business will suf- 
fer. Unless we conserve in the use 
of paper there will not be enough 
even for necessities. If we conserve 
and cooperate there still will be 
enough for all practical needs. 


Don’t fight paper conservation— 
Cooperate. 


From February issue of 
The Carpaco Bugle, h.m. 
of the Carpenter Paper 
Company, 5-7 Ionia Ave., 
S. W., Grand Rapids 2, 
Michigan. 
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ORGANIZE YOURSELF TO HANDLE 
MORE WARTIME WORK 








READ THIS BOOK, JIM. IT WILL 
MAKE YOU MUCH MORE 
VALUABLE TO THE COMPANY 


Send for this new book 


Men in your company will be taking on 
more responsibilities this war year. They'll 
have to carry more of the executive load. 
Now is the time to fit yourself for added 
duties . . . and new opportunity! 

Hammermill’s just-published idea-book, 
‘Pathway to Executive Success,” gives you 
a simple, step-by-step plan for doing this. 
It tells how you can size up your job, crys- 
tallize your ideas, make them work for your 
firm and yourself. 

It gives you aclear planned program that 
will lead you to the more important job you 
could—and should—be handling. It has 
worked for others. It will work for you. 
Just mail coupon. No salesman will call. 


> Use paper and printing wisely. Choose 
dependable Hammermill Bond. Its quality 
is still safeguarded by the most exacting 
laboratory tests in papermaking. 





Sele) Gi fel: mma. i: WATERMARK --- IT IS HAMMERMILL’'S WORD OF HONOR TO THE PUBLIC 


NM MERM, ( 
BOND . 










Hammermill Paper Co., Erie, Pa. | 
Please send me free a copy of the Hammermill | 


idea-book, “Pathway to Executive Success.” 





Name—____ Position 
(Please attach to, or write on, your company letterhead) 
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The MASS MAIL SELLING 
SCRAPBOOK 


VIEWS AND NEWS ON THE ART OF MASS SELLING 
DIRECT BY MAIL TO THE CONSUMER 


Hope for expansion of specialty 
mass mail order direct to consumer 
is increasing. 


The “lid” still is on, and will be, 
until Victory is here. War and its 
problems have right of way. But, 
after lavishing much upon them, 
some mail sellers—in a minimum of 
time—are crystalizing their think- 
ing on their individual postwar 
strategies. 


A swing from less efficient meth- 
ods in many cases to Direct Mail is 
on its way. 


Postwar will see Direct Mail com- 
ing into its own as never before! 





Leading catalog mail order house 
has figured out the 5 motives which 
make people buy each type of its 
merchandise. : 


A rough chart of the motives, ar- 
ranged in order of importance, is 
kept before catalog copy writers. 
They inject all or as many of these 
“buying urges” as space permits— 
more motives covered, more goods 
sold. 


Successful mass mail sales execu- 
tives, who have had important posts 
in armed forces, look back on Mass 
Direct Mail with new perspective. 


Lieutenant - Commander “Tom” 
McElroy (promoted from Lieuten- 
ant-junior grade) has seen much 
and varied action at sea through 
his volunteered Navy service in ad- 
dition to his behind-the-scenes work 
at Navy Public Relations, 90 Church 
Street, New York 7. 


Before entering the Navy again, 
“Tom” planned and scheduled mil- 
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By JAMES M. MOSELY 
of Boston, Mass. 


lions of pieces of mail for DOUBLE- 
DAY-DORAN on various books and 
book clubs, knows mail order in all 
of its phases. 


His comment on the postwar out- 
look for Mass Mail Selling: 


“From my observation, after al- 
most three years in the Navy, I 
firmly believe that mail order sell- 
ing will enjoy a stimulus because 
of the war. 


“In other words, the some 12 
million men and women in the armed 
forces have become very much mail- 
minded. I believe that this habit 
of looking for, and opening, mail will 
continue with them when they re- 
turn to civilian pursuits. 


“This should help the mail order 
business.” 


Here’s hoping to welcome you and 
many other patriotic ‘“mailmen” 
back, in due course, to the exciting 
civilian mail selling job ahead! 





Sidelight from testimony at a 
Congressional postal hearing, John 
J. Crawley, brilliant fighting head of 
WILLIAM H. WISE & COMPANY, 
as ace witness: 


“In our company we have made 
it a practice of selling books at odd 
figures—$2.95, $3.85. 


“In every case we try to work 
it out so that the cost of postage 
and handling brings the sum to an 
even figure of $3 or $4, as the case 
may be. 


“WE FIND WE HAVE LESS BAD 
DEBTS and MORE PROMPT PAY- 
MENTS WHEN THERE IS AN 
EVEN UNIT OF $1 INVOLVED.” 


More bargain atmosphere, too! 


There continues to be great inter- 
est on the part of mailers and list 
owners in cutting work and labor 
cost on addressing. 


More and more upper-bracket con- 
cerns are typing sheet labels in 
triplicate for their three mailings 
of their own or three rental address- 
ings for others at the cost of one. 
Saves time and work, results just 
now are as good, makes it lighter 
and easier to ship than envelopes 
or stuffed pieces. 


One way to beat cost of war 
labor! 


General Robert E. Wood, progres- 
sive board chairman, SEARS, ROE- 
BUCK & COMPANY, billion-a-year 
mail order house, has taken another 
forward move in expansion down 
South American way. 


For $516,000, he has bought a site 
for a store and mail order head- 
quarters at Mexico City. A price 
campaign aimed at the Mexican 
masses is expected to follow. Gen- 
eral Wood is betting several millions 
that industrialization will lift aver- 
age buying power there—and his 
organization will be first on the 
scene to collect. 


If he wins the gamble, he’ll be on 
to other points in South America as 
part of his postwar expansion pro- 
gram (already has a store in Ha- 
vana). 


People always are interested in-— 
people! 


SPIEGEL, Inc., in its last catalog 
has capitalized this with many 
closeups through the back of its 
book of the folks who do various 
humble, but important, services to 
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get those mail orders out and on 
their way in a hurry. 





WAC fact: unit of colored WACS 
being formed for overseas as postal 
unit. 





“Boom in book club memberships 
is limited only by allotments of 
paper”, claims Harry Hansen in the 
Chicago Sun. 


“It is confidently believed that the 
BOOK OF THE MONTH CLUB 
would have reached 1,000,000 mem- 
berships by now if the war had 
not restricted its expansion. The 
biggest growth came in recent years. 


“For a decade or more the BOOK 
OF THE MONTH CLUB hovered 
around 100,000 and the LITERARY 
GUILD could get nowhere near it”. 


He reports that the GUILD re- 
cently offered to make an agree- 
ment on the basis of 400,000 copies. 


Astute war-time mass mail sell- 
ing did it! 


“75 new magazines will appear, 
soon aS more paper available’— 
Walter Winchell. 





Spite of income tax deductions, 
per capita giving to charity for 
1944 was $16.57 compared with 
$19.02 in 1932 . . . total national in- 
come last year was four times 1932. 


Are the fund-raisers “asleep at 
the switch’ when they have the 
greatest opportunity of all time to 
create the habit of giving among 
new millions? 


I am now one of the “9 old men” 
who receive advance sample packs 
of fruit of all kinds in advance of 
it being offered to the public... 
for frank comment and criticism .. . 
a “symptom” of more advance check- 
and reaction-getting to characterize 
the competitive postwar days. 





My typewriter slipped a cog on 
the figure last issue . . . should have 
Said tint block behind a chart cut 
results 50% for Standard & Poor’s. 
That’s more like it! 
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“Lie detector” is béing used by 
Chicago mail order house to check 
those suspected of thieving. Threat 
of it heads off pilfering to no small 
extent. 


On the few cases tested, results 
in establishing guilt through it have 
been surprising. 





Ronald Mansbridge, pioneer new 
director, mail sales, Macmillan, New 
York City, reports good results and 
paper savings from combining cir- 
cular with letter by using it on back 
of letterhead and sometimes at bot- 
tom of front letterhead. 


In several cases, he’s been able to 
use cover pilates from book jacket 
to spruce up mailing. 





Add world’s most unusual mail 
order enterprises: 


Irving Klaw, New York City, does 
a whiz-bang business on “pin-up” 
girls to men of all ages and on hand- 
some movie men to teen-age girls. 


Catalog listing many combinations 
is sent for 10¢ to cover postage or 
prospect mails $1 for special “leader” 
assortment and catalog. 


After that, the prospect receives 
catalogs or flyers every three or 
four months. 


If he doesn’t buy at end of two 

years, off his name comes from list. 

. Service men kept on special 
separate list. 


Thus Mr. Klaw has become mail 
order “pin-up” king! 





. That new 1945 catalog of WIL- 
LIAM TRICKER, Inc., on water 
lilies and other aquatic plants is a 
“beauty”! 


Apart from the gorgeous flowers 
in color, I liked: 


The liberal guarantee. 


The photo of Charles L. Tricker in- 
specting his flowers with the slogan, 
“Buy direct from TRICKER, save 
tires and gasoline.” 


The whimsical cartoon of the cus- 
tomer opening up a shipment, with 
the balloon comment: “This is my 
idea of fine lily plants”. 





LET AHREND 
BE YOUR 


“Pooka” 


Like ““HARVEY’’—the most en- 
dearing and best known 
“yooka” of modern times, 
AHREND can do things for you 
that no one else can—in direct 
mail advertising, of course. 


if you want top returns in sales 
and good will—put your Direct 
Mail Campaigns in the hands of 
top experts in this specialized 
field—D. H. AHREND CO. 

Like ‘““HARVEY’’—we'll stand by 
you... plan for you, work for 
you, get results for you! After 
all, we have been turning out 
successful mail advertising for 
53 years... 

Let AHREND be your “yooka’’— 
the guiding spirit in your adver- 
tising tina 


D.H. AHREND co. 


52 DUANE ST., NEW YORK 7, N. Y. 
WORTH 2—5892 























A Substantial Check 
With Your Name on It 
Is Waiting for You! 


I've almost had writer's cramp 
from signing and sending out 
13,000 checks to folks like you for 
addressing empty envelopes for 
high grade, acceptable MOSELY 
MASS MAILER CLIENTS. 


It's a proven way for getting 
more money for new equipment, 
more post-war personnel—or just 
sheer NET PROFIT. 





WRITE ME TODAY all about the 
lists you have! 


“JIM” MOSELY, President 
Dept. RDM-4 


MOSELY > LIST SERVICE 
Nail Onder L ‘ab LA S Headquarters 


38 NEWBURY STREET 
BOSTON !6 


‘“MOSELY sends the CHECKS!” 
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Extra gifts for $5 and $10 orders 
to lift average sale, on all. orders 
before May Ist. 


Cartoon of two women customers 
commenting: “I order by mail from 
TRICKER, they do the rest”. 


Check with order received in ad- 
vance; plants shipped to arrive for 
best planting time in customer’s 
area. 


Effort to find out where customer 
first heard about TRICKER. 


Spaces for friend names. 


A page of cultural directions to 
Save correspondence. 


Various combinations at odd prices 
to make it easy to buy in units. 


Picture directions how to build a 
lily pool. 


Plenty of color. 


Do thoughts of a lily pond bring 
back boyhood memories to you as 
they do to me? 


What to read during what re- 
mains of those “long winter nights”? 


You sell either men or women 
so you hardly could do better than 
to buy, own and earmark profusely, 
“WOMEN AND MEN” by Amram 
Scheinfeld (Harcourt, Brace, $3.50), 
a non-technical, human book, illus- 
trated, on the differences between 
men and women from time of con- 
ception to the grave. 


Author set out to popularize tech- 
nical data for layman as he did in 
“You and Heredity”, ended up by 
drawing some new conclusions of 
his own from new information. 


He settles that eternal question: 
“Which is the stronger sex?” and 
“why do they do what they do?” 


You'll know more about writing 
copy to either men or women, after 
you read it. 


So you’ve been cherishing the 
dream that “some day” you’ll escape 
the hectic city for a small, active 
mail order business in a quiet coun- 
try village! 


“Phil” Cody, long vice president 
and circulation manager FIELD & 
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STREAM and other WARNER PUB- 
LICATIONS, more recently circula- 
tion manager, INTER-AMERICAN 
MAGAZINE, has gone to Vermont 
to do the advertising for the 
COUNTRYMAN PRESS. 


He and Mrs. Cody are “raving”’ 
about it as a way of life, wish they 


had made the move long ago. 


Mass mail selling can bring the 
world to you, no matter where you 
are—even in the peace and low-pres- 
sure of a country village. 


What are you waiting for? 


IS POSTMARK IMPORTANT? 


We are quoting part of a letter of 
query recently received, but have 
eliminated the name of writer and 
his city by request. 


Dear Mr. Hoke: 


A question has arisen in our com- 
pany to which we don’t know the 
answer and we wonder if you can 
help us. 


How much is it worth to us to send 
our mailings out under our local post- 
mark as compared with that of some 
distant city in which the printing has 
been done? 


The point is this: we send out in 
the neighborhood of two or three 
dozen mailings a year. While each 
of these mailings does not have a par- 
ticularly large run (never over 
200,000), we find it advantageous to 
have the printing done in Chicago, 
Detroit, Buffalo, New York, or Boston. 
We could effect quite a saving by 
having mailings dispatched through 
the Post Offices of the cities in which 
the printing is done; but in each in- 
stance we have been insisting that 
they be returned to our city so they 
could bear the local postmark. 


A hurried estimate indicates that 
we could save about two thousand 
dollars next year if we permit mail- 
ings to go out from the city in which 
they are printed. Among our man- 
agement group, we have strong ad- 
vocates both ways. Some claim that 
any values growing out of the (our 
city) postmark are pure eye-wash. 
Others say that because of the pic- 
turesqueness of the name, and the 
fact that (our company) name is so 
frequently linked with (the city) it 
is very desirable to have all of our 
mailings bear the local postmark. 


This happens to be a question that 
I have never seen discussed in any of 
the Direct Mail magazines. Can you 
give us any help? 





Reporter’s Note: Here is part of 
our answer which was made only 
after consulting with a number of 
Direct Mail testing experts. 


We do not believe that the post- 
mark makes a darn bit of difference 
in the ultimate returns from your Di- 
rect Mail. In the early days of Di- 
rect Mail, the postmark might have 
been important. But today many com- 
panies are swapping mailing lists. It 
is an accepted practice in the industry. 
The New Process Company in Warren 
may send their material up to Boston 
to be addressed by the Frank E. 
Davis Fish Company and the pieces 
are mailed from Boston. Other big 
mailers send their pieces down to 
Ralph Thompson at Winter Haven, 
Florida. Ralph doesn’t want to re- 
veal his names even though he rents 
his list, so he puts the pieces in the 
Winter Haven Post Office. 

The only real important thing on 
your envelope is your corner card, 
and sometimes it even pays to elimin- 
ate that. Postage Meter and Permit 
imprints have become accepted prac- 
tices in the mailing business—and this 
has helped to make the average recipi- 
ent less conscious of the postmark. 
It’s our guess (and experience) that 
few people pay any attention to it. 


So, I think you would be very fool- 
ish not to save the two or three 
thousand dollars which you could save 
by eliminating unnecessary transpor- 
tation of your printed material. 


ANOTHER GOOD SHORT 
COLLECTION LETTER 


Last month we printed two of the 
J. B. Lippincott Company collection 
letters, submitted by Harry J. Beard, 
collection manager. Here’s another 
one, the idea for which came from 
the DMAA Bulletin. It was mim- 
eographed on a miniature letter- 
head: 


Dear Dr. (Filled-in) 
Gue$$ what? 


That’$ right! We are a$king for 
a check. Plea$e $end it along. The 
amount i$ $ 


Thank$. 
Your$ truly, 
J. B. LIPPINCOTT CO. 
Collection Manager 
HJB:BK 
P.$.: To in$ure proper credit plea$e 


return thi$ letter with your payment. 


Harry Beard reports a gratifying 
response. It included among oth- 
ers a check for $23.50, in full of a 
1941 account, $6.50 in full of a 1939 
account and $10.00 in full of a 1942 
account. 
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MORE ABOUT POSTAL NOTES 
Dear Henry: 


I was very much interested in your 
latest issue of The Reporter to see 
your item on the new U. S. Postal 
Notes. 


We have had some experience with 
these, and there is one point that 
you did not cover in your story. These 
new postal notes, unlike the ordinary 
money order, require no application, 
and consequently there is no record 
of the purchaser on file at the Post 
Office. 


In such cases where money orders 
are sent with subscriptions but are 
unidentified, the publisher can learn 
from the Post Office where the money 
order was issued, the name of the 
purchaser, and thereby identifies the 
payment. The postal note, on the 
other hand, cannot be identified as 
no record is kept by the Post Office, 
and they have no means oi knowing 
who the purchaser is when no en- 
dorsement appears on the reverse 
side. 


This phase of the postal notes may 
be of interest to publishers and oth- 
ers in the Direct Mail business who 
may receive them. 


Sincerely yours, 


Robt. H. O’Hair, Circulation Megr., 
The Wall Street Journal, 
44 Broad St., New York 4, N. Y. 


Reporter’s Note: We’ll refer this 
to Ed Mayer’s “Playing Post Office” 
Department. Comments welcomed 
from any reader. 


Here’s part of our answer to Bob 
O’Hair: 


I suppose the only thing that could 
be done in such a case would be to 
make a record of the date and amount 
of payment on the envelope in which 
it was received ... and then wait 
for a complaint to reach you. 


Most envelopes, of course, carry 
corner cards which would give the 
necessary information. If a plain en- 
velope is used, it’s not quite so easy 
to track it down, but if it is received 
from a small town, in which you have 
only a few subscribers, it would be 
logical to assume that it was sent by 
the one whose subscription is ex- 
piring. 


HOW IS YOUR MAILING LIST? 
Here’s a good report: 
Dear Mr. Hoke: 


You can tell a long dead fish by 
the smell—unless it has been dead 
too long. 


Does the same apply to mailing 
lists? 
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Enclosed find Exhibit’ No. 1. 


Mr. Tracy left the employ of The 
Clason Publishing Company just fif- 
teen years ago when he was a hand- 
some young man. Today he is still 
good looking, somewhat grey, middle 
aged and definitely larger around the 
middle, probably one of about five per 
cent of the original names on that 
1929 mailing list sfill surviving. 


This is no isolated example. In 
that long dead past we operated a 
photo engraving plant and continually 
received circular mail on such supplies. 


Maybe we are just old fashioned 
but we do not believe a mailing list 
over two years old is good for any- 
thing except stuffing rag dolls. 


Geo. S. Clason, Mer., 

Financial Education Publishers, 
Commonwealth Bldg., 

Denver, Colorado. 


Reporter’s Note: If we revealed 
the name of the culprit in Exhibit 
#1...there would be many blushes. 
The culprit happens to be ...a 
nationally known Direct Mail sup- 
plier in the Chicago area. Oh my! 
The President of the outfit, a good 
friend of this reporter, has made 
many violent speeches on the im- 
portance of up-to-date mailing lists. 
We’ll send him the exhibit ... and 
let him blush privately. 


MORE ABOUT WASTE! 
Dear Henry: 


I really think Direct Mail is being 
hurt these days because many firms 
are flooding the mails with their un- 
necessary mailings. 


For some time we’ve been receiv- 
ing sample copies of large and heavy 
factory publications. One day the 
salesman called and said they would 
nave to discontinue sending out sam- 
ple copies and asked if I would sub- 
scribe. It was a good magazine, so 
I subscribed. 


Now we're getting two of those 
dig magazines. 


How do these firms continue to get 
so much paper? This waste must run 
up to thousands and thousands of 
tons annually. 


The Small Businessmen’s Associa- 
tion must send out thousands of mail- 
ings, too. They don’t check lists 
either, as although we are members, 
every few weeks we get a letter of 
solicitation. 


The Blue Goose Orchards, of Med- 
ford, Oregon, sent me no less than 
eight expensive mailing pieces—all of 
them the same. 


I think the advertising groups 
should get together and agree that 
each will personally check. mailing 
lists before duplicating. I also think 
that all free sample copies of maga- 
zines should be eliminated for the 
duration. 


The advertising industry and all 
those handling advertising should cer- 
tainly set an example by not wasting 
paper. 

' Sincerely yours, 


J. M. Grolimund, 
Executive Vice-Pres. 
H. & A. Selmer, Inc., 
Selmer Building, 
Elkhart, Indiana 


Reporter’s Note: We'll keep 
preaching. 
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. . « » DELIVERED ° 
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Send those orders—mail those 
® letters—in Tension Envelopes. 
They seal quickly and stay sealed, 


assuring safe delivery whether 
they travel by land, sea or air. 


TENSION KNOWS HOW! 


TENSION ENVELOPE CORP. 





Serving the Government and Our Civilian Customers 


New York 14, N. Y. 
345 Hudson St. 


Des Moines 14, lowa* 
1912 Grand Ave. 


St. Louis 3, Mo.* 
23rd & Locust 


Minneapolis 15, Minn.* 
500 South 5th St. 
Kansas City 8, Mo.* 
19th & Campbell Sts. 


*Originally Berkowitz Envelope Co. 
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CLASSIFIED ADS 


EQUIPMENT 








MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, III. 





HELP WANTED 





YOUNG MEN: A well-established direct- 
mail agency in New York City, preparing 
for post-war expansion, has openings for 
several young men. 

No worldbeaters, just men of ordinary 
intelligence and ability, but they must be 
agreeable, dependable, ambitious and will- 
ing to learn. 

Manufacturing as well as personal serv- 
ice is involved, so they must be prepared 
to get their hands dirty on occasion. Those 
who prove adapted will be taken into the 
firm. Starting salary about $30. Box No. 
121, The Reporter, 17 E. 42nd St., New 
York 17, N. Y. 





LETTERHEADS 





EVERY EXECUTIVE SHOULD READ 
“Letterhead Design and Manufacture,” by 
Fred Scheff, 225 pp., 8% x 11, 125 illustra- 
tions. “EXCELLENT” Printers’ Ink. Mail 
$5.00 to Fredericks €o., 68 Nassau St., 
New York 7, N. Y. Money refund guarantee. 





MAILING LISTS 





50,000 ORIGINAL COUPONS all late 
1944. Never used. Each paid to have hand- 
writing analyzed. Intelligent and literate 
clientele. Mostly female. Sure to bring 
results. $5.00 per M for 30-day rental. 
Gloria May, Box 657, Newark 1, N. J. 











MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, III. 





_|RETRAINING IDEA FOR SER- 
VICEMEN:—Instead of waiting for 
its men in service to return home, 
Swift & Co. has developed a “mail 
order” training course for its em- 
ployees who are now with the armed 
forces. While many of the service- 
men obviously do not find it prac- 
tical to take the course, a sufficient 
number do find the time. The plan 
will ease the transition or retraining 
period for these men. 


Reporter’s Note: From the al- 
ways good “Grey Matter,” h. m. of 
Grey Advertising Agency, Inc., 166 
West 32nd Street, New York 1, N. Y. 
Seems to us that many other organi- 
zations could do likewise. 
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VOTE-BY-MAIL 


For the January session of the 
California legislature, Secretary of 
State Frank M. Jordan last week 
fashioned a brave new proposal. Im- 
pressed by the success of soldier 
absentee voting, he advocated junk- 
ing traditional election machinery 
and substituting voting-by-mail for 
voting-in-person. His goal: a bigger 
and more representative vote and a 
saving of about $2,500,000 in each 
statewide election. 


That legislators would take kindly 
to Jordan’s suggestion was doubt- 
ful. Such a law would do away with 
the need for precinct clerks, a goodly 
hunk of county patronage. Skeptics 
also pointed out the temptation for 
fraud under a mail system. To this 
Jordan offered a counterweapon— 
comparing the voter’s signature on 
the envelope containing his ballot 
with that on his affidavit of regis- 
tration. Further, experience with 
soldier ballots, he declared, had 
shown voting-by-mail to be essen- 
tially fraudproof. 


—Taken from Newsweek. 
Reporter’s Note: From “Sales 
Tips” published by Addressograph- 
Multigraph Corporation, Cleveland 
17, Ohio. Voting-by-Mail could be 


made effective, efficient and fraud 
proof. 


COOPERATION HELPS 


Here is part of an interesting let- 


_ter from N. E. Huston, Production 


Manager, Co-Operative Creamery 
Association Limited, Regina, Sask., 
Canada. 


I have written for and secured cop- 


_les of eight or ten booklets which you 


have favorably mentioned in The 
Reporter from time to time, and must 
say that I have been somewhat sur- 
prised that these firms were willing 
to go to this trouble and expense. I 
certainly appreciate it very much 
however, as I am now getting out a 
booklet that will run 90,000 copies 
and of course have picked up some 
good ideas from these other booklets. 


Reporter’s Note: We've always 
figured that no one ever suffers by 
cooperating with the other fellow. 
That’s why we mention good pieces 
in The Reporter . .. and hope that 
some of our readers will write for 
samples. That spreads good ideas 
around. 








“Dear Madam: People of means should 
not be without our weekly publication : 
‘Investment Techniques’.”’ 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a 
list of right people . . . people who 
are known to be buyers of products and 
services similar to your own. We don’t 
own lists but we do know where to get 
them . . . 2,000 privately owned lists 
—more than 80 million names—are reg- 
istered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the people you want to reach—we’ll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 














MOSELY MASS MAIL MARKETS 
can deliver 


THOUSANDS OF 
NEW CUSTOMERS 
BY MAIL to YOU! 


From watching and “living” with over 
100,000,000 individuals who like to 
buy by mail from other companies, 
MOSELY KNOW-HOW can help you 
find and build a MASS LIST-USE PRO- 
GRAM which can bring you thousands 
of NEW, PERMANENT CUSTOMERS— 
and hundreds of thousands in dollar 
sales! 


Write us in full detail, with sample 
mailing pieces. No catalog. MOSELY 
LIST COUNSEL is tailored to your 
Mass Objectives. 


Dept. RDM-3 

MOSELY SELECTIVE LIST SERVICE 

Nail Order 4 WN cudpuarters 
va'p’ 


38 NEWBURY STREET 
BOSTON !6 


"MOSELY has the MASS MAIL MARKETS” 
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FLOWERS FOR THE LIVING 


Some of you should enjoy this 
letter: 


Dear Mr. Hoke: 


Re “How to Handle Your Printer”, 
in your October, 1944 issue. You'll 
hear from the printing industry, all 
right. 


Here’s something from my “Flow- 
ers to the Living” section, which only 
blooms occasionally. 


We are BUYERS of printing. Not 
big, not small. Our current mailing 
enclosures involved 400,000 copies of 
each of 3 pieces, one two-color. 


In ordinary routine, without fuss, 
we got delivery of those 1,200,000 
pieces of printed matter within 12 
days after placing the order and de- 
livering copy and cuts. We did not 
have to hound our printer, nor did 
we notice, on visits to his plant, that 
his other work was suffering. 


We did not win this printer in a 
lottery, nor is he a chance product 
either. He has been here 20 years; he 
has had all our work for the last 15. 
I cannot recall that in 10 years we 
ever asked him for a bid, or an ad- 
vance price. His billings are well in 
line, in fact, well under. His service 
is exactly as promised, always. By 
that much abused word “service”, I 
mean time of delivery, quality of 
work. 


He knows he can count on us, we 
know that we can depend on him. 
True, we furnish clean copy, under- 
standable and practical lay-outs; do 
not expect him to have mind-readers 
in his composing rooms. We read 
proof promptly, and don’t tear a com- 
posed form wide open because some- 
body meantime had an idea. 


Years ago I served my time get- 
ting competitive bids. From both big 
and little printers. Being neither 
Einstein, nor an astrologer, I gave 
up trying to discover the basis of any 
bid. Nearest I got to such, was that 
it depends on how much the shop 
needed work. 


I have had to snatch work out of 
little fellows shops, because they had 
bitten off more than they could 
chew. I have also been given the 
works by salesmen, or worse, the 
Vice-President-in-c h a r g e-of-Produc- 
tion. The bird who sits behind that 
fine shiny desk. These last-named 
specimens can never figure a job, big 
or little, right now, while you wait in 
the office. Always, they will write 
or phone you the figures in a day or 
so. It has been my dark suspicion 
they have to consult a fortune-teller. 
Either that, or they don’t want you 
to faint in their office upon hearing 
the quotation and time required. And 
how. those lads love that word “serv- 
ice.” 
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Now, back to my little printer. Not 
so little, I think he must have around 
$75,000 of equipment anyhow. When 
you deal with him, you deal with the 
skipper. He still has in reserve per- 
sonal capacity, equipment, and per- 
sonnel, to take on about 50% more 
business than he’ has. After that he 
would have to get him a slick sales- 
man, or mebbe a vice-president, and 
I hope that day never comes. 


_ This fellow is no miracle-worker. 
Nor has he been blessed by lack of 
troubles during these times. He has 
lost as many men to the Armed 
Forces, and the high-pay Federal 
jobs as the next. But, when it has 
to be done to get the work out, this 
chap gets in the shop and pitches. 


His success formula seems to be 
complete fairness, a willingness to 
work hard, and an eager effort really 
to understand his customers’ needs. 


I keep his name secret. You could 
not print it anyhow. But, for a small 
fee as Business Counsellor—I have 
always wanted :to be one of them 
things—I would reveal his firm style. 
A package of Chelsea cigarettes would 
be all the cost for my service. 


Having written all this, Mr. Hoke, 
did I say anything? Anyway, it’s off 
my chest. 

Cordially, 


H. U. Rhodius (Perfumes) 
P. O. Box 828, 
San Antonio 6, Texas 


P.S. Reading this over, sounds like 
I own a piece of this printing 
establishment. Not even a thin 
dime’s worth. 


Reporter’s Note: You are wrong, 
Mr. Rhodius! Any printer who de- 
serves such flowers—should have 
his name spread far and wide. If 
you had included it . . . we would 
not have used the blue pencil. A 
package of Chelsea (or some) cig- 
arettes is on the way to you. Let 
me have the name so I can send a 
marked copy of this issue of The 
Reporter. 


Sh-h-h-h-h! 
Note to Our Paper Mill Friends 


Won’t you please stop sending out promo- 
tion pieces of the so-called French-fold 
type? We know why you do it—but others 
don’t. You take full sized sample sheets and 
run your advertising message on one side to 
show how the paper takes the printing process. 
You then fold to make an attractive mailing 
piece. In peacetime that was a usual and 
accepted practice. But in these days of paper- 
saving-consciousness, the recipients don’t like 
to see all that white space on the reverse side 
. . . and you’d be surprised how many com- 
plaints this reporter receives. And constantly. 
Please change your tactics for the duration. 
Run on both sides of your sample sheets even 
though you have to sit up extra nights figuring 
what other illustrations or words to use. 

And don’t . for Pete’s sake ... use 
grades or weights which the printing buyer 
can’t buy just because you happen to have 


it left over in stock. That causes fireworks, 
too. 


HO HUM DEPARTMENT 


Following item appeared in recent 
issue of Advertising Highlights, pub- 
lished by Geo. L. Kinter, 806 Publi- 
cation Building, Pittsburgh 22, Penn- 
sylvania. 


HENRY HOKE — NOTE — “Keep 
your eyes open,” says Advertising 
Age, “for forthcoming publication of 
a research project which proves that 
it costs six times as much to make an 
impression on the medical market 
with Direct Mail as it does with pub- 
lication advertising.” 


Reporter’s Note: Betcha they can’t 
prove it! Whoever “they” are. 


REPLY TO FIRST TYPEWRITTEN 
LETTER RECEIVED (about 1875) 


I received your communication 
and will act accordingly. 


There is a matter I would like to 
speak to you about. I realize, Mr. 
Johns, that I do not possess the 
education which you have. How- 
ever, until your last letter I have 
always been able to read the writing. 


I do not think it was necessary 
then, nor will be in the future, to 
have your letters to me taken to the 
printers, and set up like a hand bill. 
I will be able to read your writing 
and am deeply chagrined to think 
you thought such a course necessary. 

(From The A B W A Bulletin, for 
members of The American Business 
Writing Association, Urbana, IIl.) 


Letters Home, edited by Mina Cur- 
tiss (Little, Brown, 1944) is a col- 
lection of actual letters written home 
by a cross section of American 
doughboys. You will not find much 
about the Atlantic Charter or the 
Brave New World, but you will find 
many homely, down-to-earth ideas 
fumbling for expression, but ef- 
fective because of their sincerity. 

(From The A B W A Bulletin, for 
members of The American Business 
Writing Association, Urbana, II.) 


When the editor of the Union Pa- 
cific Bulletin asked his readers to 
send in their Post Office zone num- 
bers, one of the boys, now a lieuten- 
ant overseas, replied, “Make mine 
‘combat zone’.” 

(From The A B W A Bulletin, for 
members of The American Business 
Writing Association, Urbana, III.) 
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OK WITH CORRECTIONS 


I dread to take a picture to the man 
who wants to change things; 

Who says, “That’s fine, just what I 
want, but let us rearrange things. 


Let’s move that building over, and 
give the man a cane, 

And add an umbrella just in case 
it starts to rain. 


And change the girl’s expression to 
one of glad surprise. 

If it ain’t too damn much trouble, 
change the color of her eyes. 


Don’t clutter up the picture with 
meaningless detail, 

But get a dock in somewhere with 
a boat about to sail. 


I suggest a troop of soldiers and a 
fat man with the gout, 

Also a Railroad Station with a train 
just pulling out. 


The man is running for the train 
and fears he may be late; 

So have him looking at his watch 
with hands at half past eight. 


Don’t let the thing get crowded, we 
must have room for copy, 

But give the girl galoshes because 
the weather’s sloppy. 


And make the oak a maple. And 
make the horse a cow. 

And make the hen a rooster, and 
make that rake a plow. 


With these few minor changes 
everything’s O. K. 

We’re much behind our deadline, 
please finish it today.” 


Reporter’s Note: Above taken 
from “Envelope Economies,” h.m. of 
the Tension Envelope Corporation, 
345 Hudson Street, New York 14, 
N. Y. Current issue devoted to 
Sales Letters. Don’t know why the 
Editor neglected to add to the art- 
ist’s complaint ... that the same 
thing happens frequently with pro- 
fessionally written’ sales letters. 
This reporter has had to sit in at 
many such sessions ... and tear 
his hair. The President or Treas- 
urer of a company is always the 
world’s best “expert” at reconstruct- 
ing a sales letter. If you want to 
hear some real songs of woe, ask 
a social service contribution-solicit- 
ing, letter-writer to tell you about 
letter correcting at a Board Meeting. 
That’s something. 
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Why IS A POSTAGE STAMP? 


That’s right—to mail a letter! And there’s 
no better way than by the Postage Meter—in 
your own office . . . The Postage Meter prints 
any stamp value, as and when you want it— 
seals envelopes, too—fast . . . holds any amount 


of postage for any kind of mai!—including air 
mail, special delivery, parcel post; theftproof, 
foolproof, accounted for . . . speeds your mail 
through the postoffice to earlier trains and 
planes, because metered mail needs no canceling, 
no postmarking. There’s more than meets the 
eye in this postage stamp...as thousands of 
fortunate firms now know, as thousands more 
will know when our war job is done. Meantime, 
for an interesting booklet, write today to 


PITNEY-BOWES 
Postage Meter Co. 


2083 Pacific Street, Stamford, Conn. 
In Canada: Canadian Postage Meters, Ltd. 
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Lithograph by James E. Allen 


IT TAKES TEAMWORK... AS USUAL 


Whether in peaceful fields or in wartime busi- 
ness, it takes teamwork to do the job. 

This very quality of teamwork, in the opinion 
of an interested observer, has been an out- 
standing achievement of the paper industry for 
the past 3 years. To quote him precisely: “The 
entire paper industry may well be proud of 
the extent to which mills, distributors, and users 
have cooperated during these years of paper 
shortage; it has been a very real and extremely 


important contribution to the war effort.” 


But the job isn’t done yet. It is still of the 
gravest importance to BUY paper carefully, 
USE it wisely, CONSERVE it frugally against 
the days ahead when we can plough new fields 
together. International Paper Company, 220 
East 42nd Street, New York 17, N. Y. 











